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— Because Electronic Mailing List Selection is 


@ FAST! @ ACCURATE! ¢@ UP-TO-DATE! 
@ MORE PROFITABLE FOR YOU! 


if you want the most from your mailing lists, then this is for 
you! Your mailing list will become the perfect complement to 
your otherwise well-planned and executed mail campaign. 


Electronic Mailing List Selection has been applied with 
unparalleled success to many of our mailing list categories. 

Here are a few samples of the approximately 4,000 
classifications we now have ready for you: — 


MANUF ACTURERS 
DEPARTMENT STORES 
HARDWARE WHOLESALE 
BOTTLERS 

CREAMERIES AND DAIRIES 
LUMBER MANUFACTURERS 


MACHINE SHOPS 

LETTER SHOPS 

JANITORS’ SUPPLY HOUSES 

CANNERS, PACKERS & FOOD PROCESSORS 
HOTEL & RESTAURANT SUPPLY HOUSES 


- plus many additional categories. 


You can readily evaluate the impact of Electronic Mailing List Selection in terms of 
your own Direct Mail requirements — by the fact that every category enumerated has 
now been augmented with new names and information, immediately upon receipt of 


newest printed sources. 


Get the facts about Ponton’s Electronic Mailing List Selection operation. Remember 
that W. S. Ponton is in business to help you to get the most out of your Direct Mail. 


PONTON 
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A BIG FUTURE AHEAD FOR 
INDUSTRIAL DIRECT MAIL 


A Feature Report On NIAA’s 
Washington Conference — /y Dudley Lufkin, Field Editor 


With Direct Mail & Copy 
How And Why We Sell 
Brushes By Direct Mail — by Paul J. Bru 


Follow Through With You 
Industrial Direct Mail hy Robert F. Delay 


How Can We Make Better 
Industrial Advertising in 1965? — hy Wark H. Wiseman 
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Salute To: 
NIAA‘s New Leader 


The long, lean, lanky fellow on our 
cover this month made his first talk 
about direct mail at the Direct Mail 
Advertising Assn. convention of L939 
Before a sparsely attended industrial 
departmental 

This reporter remembers it well be 
cause the embryo speaker was net 
vous as a cat in a thunderstorm. But 
his “speech” was a knockout. We re 
ported it in the October 1939 Repo 
ler The young speaker, Dave Beard 
threw at the audience an amazing 
eries of charts and statistics cover 
ing eighteen different ly pes of com 
plicated direct mail tests on pre 
Coss formats and copy deve 
loped im the MeGraw-Hill Direet Mail 
Laborator With complete frank 
ness, he would sa This worked,” of 

This did not work 

From that point on, Dave seemed 

click ind keep on clicking He ha 

ne steadily up the advertising lad 
der Last month in Wa hington hie 
was elected as the new chairman of 
the board of the National Industrial 
Ad ertising \ “ri ucceeding the 


equall scuccessful (Leorm Staudt 


Reporter cover, August 1954) 

W ire glad to see the NIAA iii 
ed Dp seviriercrtic whe knows di 
mail intimately ind there 

fore this salute 

So that you all can know him bet 

ter, here are the highlights of a color 
ful and busy career 
David F. Beard was born in Phil 
idelphia Pa ittended Germantown 
\caden was grad uated from 
lowne School (mechanical enginees 
of the University of Pennsy! 
in 1923. He followed in’ the 

of | father (William, St 





“The Cincinnati Enquirer 


is a strong believer in 


Reply-O-Letters. + mi 


says 


CHARLES W. STAAB 


Cireulation Director, 


rik CINCINNATI ENQUIRER 


resident, 
INTERNATIONAL CIRCULATION 
MANAGERS’ ASSOCIATION 


\ great me tropolitan newspaper like the 


I neqquire r uses many means to increase its 


who for some fifty vears was with 
Electrical World and its predecessor 
Dave held var is pos t it VM 
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1 vice president « 
is president ! Associates 
Publications ind Jack 
nanager of Architectural 
In acceptir his post as cl ri 
of NIAA Dave mar the declarat 
that he is going to operate isa 


ting chairmat s his 


circulation. We use Reply-O-Letters con- 


sistently to get new home delivery sub- : that the or 
scribers for our carrier organization We ban puet attes ling 
‘4 . by he riquart rs 
use it in inviting “new move-ins’” to take 


the Enquirer Beyond our delivery area 


we use Reply ().Letters to open and to 


renew mail subscriptions. In all 


operations we find Reply-O’s thinking 
and planning invaluable. They pitch in 
and help our City and Country promo 


tion men. The result is sales compelling 


direct mail of the highest type - 


the - 


reply-o-letter 


write for 
FREE BOOKLET 


We invite tests of 5.000 
to 10,000 Reply-O-Letters 
from mail users who, 
when satisfied with the 
results, can then mail in 


larger quantities 


The booklet, “ir was AN 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails 
Send for your free copy 
today 
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POSTCARDS and 
ADVERTISING 
LITERATURE 
at BUDGET 
PRICES 


* LOS ANGELES, 20008 7% 
CHICAGO. 150" Clerk + WEW TORH, 100 Hudson 


SAM FRANCISCO 120 Mice 


BALTIMORE 1600 6 ner 





HOUSE ORGANS 


“Chat Fellow Rott’’s 


Leo P. Bort, Jr., 64 E. Jackson, Chicago 
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forrison Moret, Manon & Clark ducts. 1 am therefore unintereste SERVING CHICAGO 


cre ip 


oo pip age a ¢ an t ye | . ) AND THE 
: ? MIDWESTERN AREA 





Lemarge has what you need a bat 


tery of automatic machines capable 


f inserting as many as 12 pieces into 
one envelope crews of experienced 
people to sort and tie mail accurately 


and speed your postal deliveries 


More and more mailers who want 

eee fast, economical, quality service are 

FUND RAISING ORGANIZATIONS Wa turning to Lemarge the Mid- 
ould KI! 4 ' it 1 nici : 


west’s leading mechanized mailing 


rt Ne 


Organization 
One of our representatives will gladly 


help on your next mailing. Phone to- 
day and get acquainted 


- ce ' Write or phone 


for details! 


tne LEMARGE company 


417 S. Jetterson Street 
Chicago , | nos 
Phone: HArrison 7-1030 
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WE'RE 


Vision 


revolutiona ry 
new stencil 


duplicator 
TWIN 


CYLIN DER 
PRINTING 
SYSTEM 


Produces Amazing mene Results ! 





Gealel, 


a fencul 
The World-Famous GESTETNER employs 
the principles of the modern printing press. 
The old fashioned method of liquid ink, 


/ largest manufacturer 
dupli sting equipment 


pads, brushes, cans... and the single hollow 
drum, have given way to the scientific twin- 
cylinder system with paste ink, automatically 
and uniformly distributed by ink rollers. 
The amazing print-like results will change a’! 
your previous ideas of what stencil duplicat- 
ing can do 'And the most fastidious 
office girl will delight in operating this com- 
pletely simple, automatic duplicator. It is 
silent, smooth and CLEAN . blending in 
with the most modern office furnishings, 
Yet a GESTETNER costs no more than 
standard com li - equipment... ! 

The coup 1 bruv 


complete detail 


PTITI III Iii 
GESTETNER DUPLICATOR CoRP. / “i/ 


50 Mclean Avenue 
Yonkers 5, New York 


Den 
Deot 


8 a 
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Address 

Company— 

City State. 
TTT 
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ENDS 
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Peak af bkatthful Reproduction bad 
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HAMMERMILL OFFSET for the finest color printing 


Hammermill Paper Company « Erie, Pennsylvania 














News has been retitled Public Service 
Advertising. The newly designed and 
some 20.000 


of advert 


F /) SISTIES 


STANDARD STOCK 
WARNING! | . SNAP-APART SETS 


st CARBON-INTERLEAVED 


Bills of Lading 
Invoice Sets 
Statement Sets 
CHECK Voucher Checks 
LIST Request For Quotation 
— , AND Purchase Order Sets 
eee ‘ ce} ‘ : Receiving & Req. Forms 


Sales Order Sets 


, WRITE 
M.A.S.A."S MERIT PLAQUE / 1. meen nosed o mune igmager ese FOR 


Correspondence Sets 
SAMPLES W.2 Tax Forms 
AND Snap Address Labels 
PRICES Registers & Register 
Forms 
Imprinted with Your Name 


et 





Day hipment Low T[ 


e*eeee3#2ee#e#e#e 
FOR IMMEDIATE DELIVERY! 


dee WATTS SNAP-ADDRESS 
POST OFFICE FACILITIES both her LABELS 


ire detailed in three new 3 Labels On Each Perforated 


pCOTIOL being released thi Sheet of Gummed Paper 
1) The Directory of Post Of 


ist of all post office: mae 


wi 


ib-stations. Cost Carbon-interleaved Snapsets 

irge alter the first ye 
ou want to receive periodic change Make 2 To 5 Copies 
Post Offices By Counties-A 45¢ At Each Typing! 


detailed informatio 


Perfect Registration 
nice lee Sheets Numbered 
The Directory of International Mail For Easy identification 


Cover ervice rate import restri 


ie ind other information about mail Price $11 


dee ! abroad. Cost o>”) per year / 


sdditior $ lor change heet 
LAST MONTH IN SHORT NOTES cargo nips 


iperintendent 


50 per box 
I’ fade 

niains One Of The Follo 
: 250 2. PART SETS 
67 3-PART SETS 
125 4 PART SETS 


eee 100 5 PART SETS 
DO YOU TURN MISTAKES INTO ee 
ASSETS? Wolver ibe, Div. of 


Hecla, Inc Also, Single Sheets (No Carbons) 
$6.50 per Box of 500 Sheets 
plus postage 
33 Labels per Sheet 


Diac 
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ADDRESSING 
MACHINES 


olfer you the only competition 


Addressing 


you can find in the 


Machine industry 


Consult your vellow telephone 


hook of write to The Elliott 


Addressing Machine Co 


127 Albany St... Cambridge, 3 














When you sell by mad 


here's a tip from the 


experts to profit by... 


Many of the countr ys mos? success 
tul mailer large and small) ask us for our 
list recommendations before making up 
their test schedules. They know from expe 
rience that we can help them obtain the 
most responsive lists for their direct mail 


olfers 


This same service is yours FREE for 
the asking. Simply return the coupon below 
and we will send ye omplete details about 
the lists which we believe will bring you the 


best results 


CHARTER MEmOER 





National Council of 
Mailing List Brokers 


PHONE 
ORegon 7.4747 


| iets | 





' ' 
MADDERN 
* WILLA , INC. ! 
: 715 Fourth Avenve, New York 3. NY 8 

' 
' Please vend wt complete deteils obewt mere  ] 
' moive liete fer eur direct meil or mei! ' 
' or wee ' 
’ ’ 
_— ' 
© Compony ’ 
' ‘ 
& Ofte 5 ' 
' ' 
: Aéddrens ‘ 
: City lene Stete : 
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was attached to the piece. Wolverine 
promptly re-did it headlining the 
Goofed'” Illu 


new piece Somebody 


trated gremlins helped explain the er 
ror and brought attention to the 
right tube which the second mailer 
contained Ye we're embarrassed 
aid the copy nut doggone it ve re 
ill Proud!’ We think the second piece 


was even better than the first. Mora 


Turn those error into assets 


— 
eee 

SPEAKING OF WOLVERINE TUBE 
reminds us to congratulate them on be 
ing awarded the Certificate of Publi 
Relations Achievement presented by 
The American Public Relations Assr 
at their recent meeting in Philadelphia 
The award make the econd straight 
year Wolverine has been given the 
public relations honor. The Certificat 
cited Wolverine's outstanding service to 
plumbing, refrigeration and automotive 
wholesalers through a concentrated ef- 
fort to Buy From You: 
Wholesaler Thi ingle 


been emphasized in all of Wolverine 


promote 


phrase ha 


advertising and public relations effort 


particularly 


direct mail. Repeated in 
more than 10 million impression the 
phrase did a fine job of promoting, 
awarenes of the vital role of the 
wholesaler and distributor of industria 


product 


ove 


EVEN IN HAWAII! there has beer 


negative publicity against direct mai 
on account of ma order racketeet 
Our old friend, Bob Mitchel 1139 
Kapiolani Blvd., Honolulu, sent 


clipping from the local newspaper ex 
posing the racket in a mail order ad 
vertised§ eleetrix train tor $33.98 It 
turned out to be a cardboard affair of 
very inferior quality. In these case Ne 
believe in newspaper exposure and it 
up to all of us to keep alert and hel; 
to expose the fraud 

— 


eee 

THE CODE OF ETHICS presented by 
Jess Roberts’ (Atlanta) committee at 
the Boston DMAA convention has now 


been overwhelmingly approved by a 


mail ballot of the member of the 
association. Negative votes amounted to 


only .019 of those voting. So the Cods 
f Ethics is now a part of the Direct 


Mail Advertising Assn. constitution and 


“ member of the issociatior A i 
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REMEMBER PETER SHUGART, 


I 





September 1954 Reporter feature How 
to Think About Industrial Direct Mail? 





Pete | sdvertisi na ipiic re t 
director of Southwestern E nee 

Co iZ00 Santa Fe Ave Ls Angele 
re) Ca | al } rie | re ent A t? 
nother provocative tud How to 


Evaluate Your Industrial Advertising 
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the same care to all of your printing 








requirement and a reply card (“Mail 
this card for an expert diagnosis of 
iny printing project Complete with 





in effective die-cut prescription bottle 







the over the elf-promotion is a 









KNOCK out 












THE MEAD CORP. Annua! Report for 


1954 1 1 wondertul jot filled with 















nteresting highlights of the paper com- 






pany'’s past year. The report shows that 


the Dayton, Ohio, paper manufacturers 







total shipments of all paper products in 
1954 was 672,336 tons (exclusive of by 
product with 1954 total net sale 





yunting to $111,822,241 














eee 





THE 120TH ANNUAL REPORT of the 


Institute vorld 





Churclt 





Seaman 











irgest shore home for active merchant 






eamen 






fine job of presenting the work of a 








charitable report 1 





contained in a complete 1e of the 


institute's h.m., The Lookout, edited by 








Tom Baab. Excellent coy and photo 

dramatically tell the of how the 

institute (located at 25 South St., New 

York 4, N. Y.) hel; ‘ en and their 

families all over the world 4 U n @@e@ ...is something we all desire but few 
J72 succeed in attaining. Does your envelope have 






its rightful place in the sun? Is it dull and 





PITNEY-BOWES, INC., ha produced 
a new booklet titled Your Employees’ uninteresting or is it smart and colorful—so 
Time Is Too Valuable To Waste, show 






designed as to demand the attention 








if Oo to ave t ‘ ind noney on 
ae ae ae rious papet so necessary to insure your proper percentage 
form The book let itline P-B ene as . “ 
Tickometer”, an electri operat of mailing returns. Cupples ‘‘Personalized 
oF manne Cet aulamatneny coun envelopes command attention—they have 
date code endorse or imprints coup 





ons, tickets, labels etc., at speeds up to that little extra that lends eye-appeal 


1000 per minute The booklet contain 





and attractiveness to your mailings. Call 








everal different firms used the “Tick Cupples and permit us to offer the services of 
meter for isbstantia iving You . . 

- ot 0 ctew of te beckict ben our Art Department—no obligation on your 
Pitney-Bowes at Walnut & Pacific St part. You owe it to yourself to give your 
tamford. Conr 






envelope ‘‘a place in the sun.” 





eve 









AFTER MAKING A SURVEY at the 
ent Natio Packaging how, The 


upples 


envelope co., ne. 


360 Furman Street + Brooklyn 1, New York 
TRiangle 5-6285 









Offices in Boston, Washington & Philadelphia 
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on direct advertising 

we | LLARS 
Now you can scent any 
kind of paper with any 
fragrance on any press! 


HERE’S HOW... 
Wash the press, put 
FPO een: COMPOUND 
in the ink fountain. Use a 
blank tint plate and run 





the printed paper through 
the press again 


* All Flower or Modern Fragrances 
* Food Aromas and Odors 
* Many, Many others 


FRAGRANCE PROCESS 
COMPANY 


73 SULLIVAN STREET 
NEW YORK 12. N Y 
PHONE: MO 3.1582 








There’s only 
One 
DICKIE- 
RAYMOND 





ADVERTISING 
and 


SALES PROMOTION 
for 34 Years 


DIRECT 


Planning 
Writing 
Production 


In 


470 ATLANTIC AVENUB 
BOSTON 
225 PAKK AVENUE 
NEW YORK 
109 CHURCH STRERT 
NEW HAVEN 

















others. All types of labels are 
with particular emphasis on pressure 
ensitive Kron eKkote heat-seal and 
pecial types for application to plastics 
and cellophane. You can get the kit 
by writing to the Hollander Co. at 385 


Gerard Ave New York, N. Y 


eee 
iF YOU MISSED IT be sure and 
get a copy of the May Ist New York 


Magazine (address Times 
Square, New York, N. Y.). Turn to 
page 14 and read “My Dear Mr. Con- 


Times 


tituent a timely and revealing 
article by New York Times Washing- 
ton correspondent Russell Baker. Bak- 
er tells how most Congressmen are 
using their franking privilege, paper 
i stapler and a mimeograph machine 
to grind out newsletters as a means of 
influencing the folks back home. Aimed 
primarily at rural newspapers (hun- 
dreds print them verbatum), the peri 
contain a Washington 
Baker call 


bureaucratic doodling 


odic bulletin 
report filled with what 
titillating 
Quoting from numerou newsletter 
Baker's 


the direct mail busin« too. The piece 


article how Congress is in 


might be dynamite when rate increase 


rumblings start again in Washington 
Be sure and read it 
eee 
IF YOU WANT TO SEE an out-of- 
the-ordinary envelope, write to Virg 


Angerman, publisher, Science and Me- 
chanics, 450 E. Ohio St., Chicago 11, Il 
and ask him to send you a sample of 
the aluminum foil job he has been 
using recently. It is very striking and 
was especially manufactured for Virg 
by Columbia Envelope Company, Mel- 
rose Park, Ill 


eee 
RESTLESS ENGINEERS Some 
researcher who escapes us at the 


moment estimated that no group moves 
or changes jobs more often than people 
in the advertising business. If it’s true, 
it could be that engineers are running 
a close second in the number of trips 
through revolving doors. Consider this 
Soiltest, In« 


information, in from man- 


ufacturers and distributors of lab ap 
paratus for engineering test located 
at 4520 W. No. Ave. Chicago 39, II 
Theodore W. Van Zelst of Soiltest re- 
ports they make at least one mailing 


per month to the 15,000 list of engi 
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neers, covering 70 countries. 35 
their list changes during the year. One 
list clean-up iast fall alone proug! 
an 80% return of reply cards. How do 
these figures compare with your 


We'd be interested in hearing 


eee 
SORTWIK | the name. ol i nev 
product developed to aid easy paper 


handling in manual collating and sort 
Manufactured by Lee Pro- 
Ave So 
DSortwik is a gela 


ing jobs 
ducts Co 2736 Lyndale 


Minneapolis Minn 


tin-like preparation applied to the fing 


ers. It leaves a thin tacky film, making 
it easy to pick up papers with ease. The 
non-slip application 'o« awa tr 
rubber finger or messy wet sponge 
eee 
POSTAGE PLUG: Caterpillar Tractor 
Co., Peoria 8, Ill., was honored recent 


when the Indian Government release: 
this 3 pies featuring a Cater 


pillar D4 Tractor. The stamp is one in 


stamp 





a series of 18 highlighting India 5 


year development plan. It makes the 
second time Caterpillar ha raced a 
postage In 1954, the Bahama 
Cat D8 


nation s 
issued a l¢ stamp featuring 
Tractor. One mail order wag we know 


figures it might be a good idea for U.S 


stamps on a theory the tract 
would increase the ma pulling 
power” 

— 

eee 


THE 1956 PRIZE BOOK published last 
Belnap & Thompsor Ir 
(national sales incentive house Paln 


I features tw 


month by 
er House Chicago 
full-color giant gatefold the first 
time they've been used in a prize mer 


chandise catalog. Called “Winnerama 


the first gatefold opens to a full 30 
picture taken of merchandise displayed 
on a single set, 30 wide. Giving the el 
fect of a department store display, the 
spread was reproduced for the ita 
by offset from a single olor ¢t : 
parency The other gatefold alm 

a Impressive Rest { the ft ze nce 
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catalog contains 24 pages of four- 


lor oliset, with re pages in two- 
in- 
to Bel- 
They'll 


the 


a Sales 


centive program in 


nap tor information an 
you a mini ire of 


reprod iced 


Calaiog 


FOOTNOTE ON COLOR: 


dry on last 


The ink 
Report- 
befor : ard 
toger Stanton, sale 
The Wolf 
Dexter Blvd 


is hard 
feature on colo! 


t promotion 


manage! Detroit Envelope 
Co 14700 
Mich. Wolf 


trend toward 


Detroit 32 


not oni alizes the big 


Color tney ve wore 
one better linking another 


The Mambo. Re 


introduction of a 


national craze ult is 


Color 


how 


Mambo 
re tationery Kit 


flame 


ite, and harvest p 


wing 


green red peacock bluse 


impkKin 
pep up 
Write to 
free kit 


i dynamically to 
letterhead 


and enve 


Roger and he end you a 


eee 


DICKIE-RAYMOND'S NEW YORK OF.- 
FICE has into new and 
quarters at 225 Park Ave., in the 
York Central Bldg. With 

ict the room the 


direct adv 


moved larger 
New 
more than 
promotion- 
thei 


R's 


ertising firn 
(521 5th Ave 
Manhattan headquarter i 


fices for 


addre 


account contact and 


New 
3610 


personnel 
pecial room for client 


number i MUrra 


meeting 


Hill 4 


ome 


eee 


BAUER TYPES IN USE the r 


portfolio of 30 


ame ol 


new prool sheets 


owing almost 50 hand type laces used 


Produced | 
35 E 


the port 


rtising sauer 
sth St 

ollo 

the ad\ 


intage 


iding Horizon 


eee 


“THE MAGNETIC MARKET” is 
Marketi: 
Sth Ave. New York 
Campus, U.S.A. in 


moting their Stud rket ly 


what 
the Student 
folder pro- 
lex 


onti 


JUNE, 1955 


with a dotted line run 


them. Instructions were 


er clip between them, « 


Headline 
Product 


line pointed \ 


attraction tod: 
igainst product 
ow The paper clip is 
tween the magnets 

today,” the ot 
Rest of 
Student Marke 


seTV ICE 


attraction 
tion tomorrow 
how the 
vides a number of 


information for selling 


HUB MAIL 
Cambridge St 


advertisin 
Boston 1 
out a small bag of peanut 


letter saying they might 


using such a gimmick, “I 
didn't 


the 


letter catch ou! 


nuch as whimsy on 
reply 
Nuts At 
a thi 


Hub Mail—Any 
check 


repre 


three boxe 1) Se 


nutty sentative (2) 


bring more peanut 


the peanut 


©. E. McINTYRE, INC.’'S 
direct mail plant in Westb 
Y received a 


recent issue of 


red carpet 
Architect 
magazine a being 


ample of architecture and 
The four-page feature pk 
from a 


The 


look 


tyre's new home 


functional operation 
modern in design it 
Hollywood motel rather th 
production plant. Example 
wall painted bright red-or 
a surrounding of whites 
also a terrace for 


breaks furnished with 


imbrellas and beach chair 


people are employed at v: 
mall operation at the pi 


out a capacity of over 1,0 


a day 


HOW TO HIRE A 
SALESMAN is an 


produced by th ale 


interest 


it Newsweek | 
St.. New York 36, N. Y. Th 
Laboratory of Y 
000 salesmen finding the 


jualifications in excel 


card. It said simply 


deserve an ans 


luncheon 


ning 


yn th 
ip th 


iy he 


distraction 


uspe | 
one 


her 


between 


to place a pap 


e dotted 
e ellect 
yids fast 
tomo! 
ided he 
labeled 


distrac 


the copy tell 


t Index pro 


‘ss and 


re er 


1, Ma 


Doxe 


market 


student 


d with 


he nut 


Sut 


attention 


hall 


the en 


ice a 
wer 
nd a 
Ha 
Ju 


new 


Ther 
not 
ve him 


t end 


modern 


ury, L. 1, N 


pre 


const 
tured 
i an 


pian 


almost 


an a 


A 200 


ange 


“grays 


and 


About 


iriou 
ant 
10.000 


mw OT 


52 W 
e Per 


ad in a 


Record 


uperlative ex 


ruction 
MclIn 
gles of 
t i 
like a 
mailing 
foot 
iwainst 
There 
colfec 
colored 
1.000 


du t 


turning 


letters 


TOP - FLIGHT 


ochure 


promotion dept 


42nd 


“Tire 


appraised 








CUT YOUR 
MAILING 


COSTS! 
WITH THE 


MODEL 
No. 6 


eneral purpose § tying 
t t y J 


A, 


‘| 


SAAMAYER 
or SAFETY sule il 
ere needed SIMPLICITY 
orkin part ire interchangeabl 


ot ont itiractive in ippearat 
EFFICIENT full aul 


tie 


Let 
lever our ty 

ts SAXMAYER 

Write j te 


j 
i te tal 


DEPT. A 
NATIONAL 
BUNDLE TYER CO. 
Blissfield, Michigan 











MY NEW 
BUSINESS 
CARD SHAKES 
HANDS WITH 
YOu 





LITERALLY 


| will be glad to send you a sample 
without charge or obligation Just drop 
@ note to 


Franklin C. Wertheim 
PARECT MAIL CONSULTANT 
179-15 Jamaica Avenue 


JAMAICA 32, N. Y 
Man With The Modest 





[he 


bees 

















eltou ard a hoomin 


W ith all sights 
Contlerence im u ashin fon D ( 


A BIG FUTURE AHEAD 
FOR INDUSTRIAL DIRECT MAIL 


national economy 


VIAA's 33rd Annual 


last month reflected 





A Report of the National Industrial Advertisers Assn. 


With 


The Nation's 


was the scene of exuberant optimism 


Capitol last month 


for an ever xpanding business econ 
omy 
outlook on the 


was venerated by 


An enthusiasty 
country s tuture 
some 1.200 delegates who attended 
the National Industrial Advertisers 
Association's S3rd Annual Confer 
ence held May 9, 10 and IL at the 
newly decorated Sheraton Park Ho 
tel. It was more than fitting that the 
stage and theme for NIAA’s confer 
ence was set a week earlier in the 
same hotel where the National Cham 
ber of Commerce had their 44rd An 
nual Meeting At the First General 
Session of that meeting, 1.500 Cham 
ber representatives heard President 
Dwight D 


timism for “a growing, widely shared 


| isenhower express op 


prosperity at home with international 
peace Retiring National Chamber 
President Clem D. Johnson, keynote 
syne aker of the Annual Meeting add 
ed emphasis by saying We can 
double the 
1965 if we 


American standard of liv 
ings by really put our 


minds to it 

Commerce had set the stage for 
Industry 

NIAA’s conference picked up the 
cue with a program designed to help 
industrial advertisers realize the goal 
of NIAA’s chosen conference theme 
‘Target 1965—A $500 Billion Econ 
omy.” (Taken, in effect, from a ma 
jor speec h made by Mr I isenhower } 


NIAA ontlerence Report 


33rd Annual Conference 


by Dudley Lufkin, Field Editor 


Direct Mail and Copy Session Talks 


® Paul J. Bringe 
@ Robert F. Delay 
® Mark Wiseman 


General chairman of the Conference 
S. Reid 
tising and Sales Dept., Apparatus 
Sales Div. of General Electric Com 
pany Schnectady N y W W 
Michener pre sident of The Michener 
Company, Philadelphia, Pa., was in 
charge of the 


A Director-At-Large From 
The Direct Mail Camp 
After an 


Bullet Sunday night (May 8) where 


was Kt manager of Advert 


Program Committee. 


informal Congressional 


Congressmen and their wives met 
area NIAA members, the Conference 
officially got under way the following 
morning with the Annual Business 
Meeting. First business at hand was 


election of new NIAA officers 

The atmosphere of forward-look 
ng. positive agreement was quickly 
established when, unlike several mud 
dled meetings of past years, the entire 


new slate of nominees was voted in 


without contest \ rousing ovation 
yreeted our covet boy. David k. 
Beard, general manager of advertis- 


ing, Reynolds Metals Company, Lou- 
isville Ky as he 
voted in as new NIAA chairman of 
the board taking over the posi- 
tion served so well last year by 


Was unanimously 


George L. Staudt, advertising mana 

ger ol Harnischfeger ( orp., Milwau 

kee, Wis. (See cover story, page >.) 
Other elections included 

Vice chairn Ralston B. Reid, manager 


of Advertising and Sales Promotion, Ap 


B 


< 


paratus Sale ) General klectr (is 
pany, Schenecta N. ¥ 
Secretary-lTreasurer Richard Gi 
vertising manager, Industrial a Ay j 
tural (_hemicals ( ™ 


Corporation New York N y 


{ssuociate Director :-Mervy (,. Christie, D 
rector and manager National Busine 
Publications, Lid., Gardenvale, Ou Car 
ada 

Vice-Presidents Robert ¢ Mever lin 
tor Market 4 Product De elopment 
United States Stee Pittsburgh, Pa., Wi 

I Jensen viet president ana oF hires 


tor, Charles L. Rumrill & Company 


Rochester N Y Richard ¢ (hiristiar 
director of researcl Marsteller, Rikard 
Gebhardt & Reed, Ine., Chicago, UL; and 
Robert J. Barbour sivertisi manage! 


Bakelite Company, New York, N. 


Staudt was elected 


board last 


When George 
NIAA chairman of the 


year, the choice had marked signifi 


cance for the direct mail fraternity 
George had long been active in direct 
mail affairs devoting no small 
amount of time on among other 


things. the Direct Mail Advertising 
Association's Nominating Committees 
His NIAA post brought more er 

phasis on the medium, closet coop 
eration between DMAA and NIAA 
and complete support of NIAA’s own 
Direct Mail Committees 
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the industrial selling structure. More 
thos ameew beaheaae, deat anak . £.. eeeees 


The Reporter Many of the ca 


ma:acna which demanetrated «uneria 











This NITAA ed a \ 
tor-at-la tr tl t iil 
imp Kt t fF. Delay, adver 
tising ' \ Air Filter 
( pa l kK \s a 
T te DMAA di t b is been plent 
tive in direct i reles for more 
than s ears handling DMAA 
bs as Public Relat s ( riittes 
ct iit i! i- well s= ae | Hiis ofl the 
Ls slative Cor tte Hes already 
i importa { th NIAA 
Direct Mail Cor thes ind his new 
post as rector-at-large should help 
him even more to boost direct mail 
n the industrial field 
When NIAA adopted an overall 
reorganization plan it thei Mon 


treal conference last year there was a 
whether. ot 
not it would 
things, if was decided t 


lues and tak ol i 


president burther ade velopment in 
the reorganization program was ce 
igvned to ive NIAA a new look 

I he ippor ted president was your 
John ¢ hreema lormer manager 

club services { the National 
Sales Executives. Ine When Johr 
finished his 1954-55 prowress report 
it the Washington ¢ erence Bus 
iness Meetir the speculation 
y is tie 

John’s report was a rapid-tire is 
ual presentation. He highlighted 17 
important projects the ssociation 
had undertaker (ira ilizit each 


alphate t 


each cone Che 


iant-sized yellow 


block to 


blocks were 


signify 
stacked on a revolvit 


NIAA 


platiorm one by one as the 
president whipped the audience int 


enthusiasm with a straight-from-the 
shoulder report about the vear’s a 


W he n he 


the platform was swung 


omplishments finishes 
around t& 
reveal a different series of letters o1 
the back of the stacked blocks 

ranged to point up the whol 
eaning and significance of his talk 
The effect electrified th 


and a string of speakers 


| see photo} 
audience 

who followed took time out to laud 
John York 


staff for their many accomplishments 


bh reeman and his New 


during the year The choice in Mon 


treal was a good one, 


Toppers, Putman Awards and 
Clinics Steal The Show 


In setting their sights on “Target 
1965 4 $500 Billion Economy’ 
NIAA put together a high-level, fu 
program that would do jus 
tice to the 
It included a bevy of key in 


dustry speakers and top government 


luristy 
importance of the big 


there 


representatives 


While every session offered an op 
timistic vision toward 1965 industrial 


nite. business economy and standard 


of living, many behind-the-palm-whis 


perers throughout the Sheraton Park 


wondered why more wasn't said 


thout some of the realistic problems 


facing industry 


little if any 


and = obligations 

ht nou There was 
mention made of such things as labor 
relations the electric 
ballooning credit 
and discount other 


problems many thought should have 


ind union 
power controversy 


practices and 


been discussed 


\ panel ol 


however did 


government experts 
present some of the 
problems and obligations facing in 
dustry both now and in the future 
answering a panel session titled 


“How Can Industrial Advertising 


Stimulate A More Dynamic bkeon 
omy The officials’ answers cen 
tered mostly on the international sit 


telling industrial advet 


tisers they must he lp fight communist 


uation 
propaganda abroad decentralize in 
dustry in face of the threat of atomi 
attack 


advertising 


guard security information in 
help 
stamp out fraudulent and misleading 
advertising. Business speakers Ar 
thus (Red) Motley president ol 
Parade Publications, In and Wil 
liam A. Fostes 
Borden Cheese 
lific talks which awakened and chal 
listeners ye ak 
ing oon the What Are Wi 
Afraid Of7", Foster said it was high 
time to DARE, DIG and DO! 
Liven though delegates were ope nly 
exuberant about the 
1965 $500 Billion beonomy. the Pop 


per and Putman 


more closely and 


Viet president of the 


( ompany, gave pro 


lenged enthusiasts 
t pote 


prospects for a 


Awards and series 


Elections at the NIAA Washington Conference Business Session ushered in these new officers unanimously 


Elected for fiscal 1956 
Mervyn G. Christie 
man of the board 
Christian, 


vice pres dent 


JUNE, 1955 











7] ] | ; 


left to right 
associate director; David F. Beard, chairman of the board; Ralston B. Reid, vice chair 
Richard Giovine, secretary-treasurer; Willis T 


“digging” for ideas and solutions to 
a a i 


Robert F. Delay, director-at-large; 


Ine Ne Ww 
7 


York, was contacted 


Robert C 


Jensen, 


vice president; 


Myers, 


vice president; and Richard (€ 








you some of the advice offered by 
a a 7. j 
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of concurrent problem-solving clin 
ics seemed to create the most evident 
interest of the onference 

Phrongs of NIAA members poured 
through the baleony of Sheraton Hall 
lo get a good look at the Popper 
Awards, NIAA’s annual recegnition 
of companies and advertising men 
who have shown outstanding pro 


gress in achieving their industrial ad 


vertising objectives This was the 
first vear NIAA split the awards a 
cording to sales divisions one tor 
companit with annual sales over 


S10 million, another for companies 
with sales under that figure. From a 
total of nearly 300 campaign port 


folios, chairman of the association's 





the industrial selling structure. More 


than ever before. direct mail is recog 
nized as an integral part of well 
rounded compl le | roblem solving in 
dustrial campaigns. More advertisers 

and their agencies are realizing 
it can he Ip solve countless marketing 
that it can be 
used effectively for much more than 


and sales proble ms 


space reprints Many. in fact. are fea 
turing direct mail in their sales plans 
with the same gusto and prestige 


usually earmarked for space alone 
The Future Of Industrial 
Direct Mail 
There is still a 


amount of contusion when it comes 


conside rable 


to direct mail classification. In many 


cases house magazines (both internal 





NIAA president John C. Freeman dramatized 17 association projects with a symbolic block 


presentation, above 


Spelling out future aims for industrial advertisers, John’s Business 


Session report wos a big hit of the 33rd NIAA Conference 


‘ 


award committee, Burton E. Davis o 


Linery Advertising ¢ orp., Baltimore 
Md... and a select group of judges 
chose 25 


Toppers” and 22 “Honor 


able Mentions 


The Putman Awards, cash prizes 
of $5,000 offered annually by Put 
man Publishing Company for the 
best use (and documentation) of in 


dustrial advertising to make more 


eflective the selling ol products or 
services to industry were also a 
highlight of the conference. Chair 
man Carl D. MeWade, Skil ¢ orpora 


tion, Chicago, ULL, and his committer 


road a finn job of = lection 


Using the Topper and Putman 
competition as a single barometer 
there's no doubt about it that indus 
trial direct mail is growing, and will 


continue to grow, in importance to 


ind external), mailed catalogs, bul 
letins and other pieces designed for 
are termed separately, rather 


than direct mail. Nevertheless. it’s still 


, railing 


a matter of the rose by any other 
name. The medium is still vetting 
larger, with steadily-growing appro 


priations come budget-fixing time 
The important point (as evidenced 
in many Poppet and Putman entries) 
is that direct mail is getting more 
consideration when it comes to plan 
ning the ete rnal industrial campaign 


Exhibits, Publicity. 


Direct mail is being used more than 


triangle Space 


ever in prodigious proportions to en 
hance all thre 

It's impossible to go into detail 
here about all the specimens in both 
competitions which bear out the facts 
above. We'll try to have some com 


plete case histories in future issues of 
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The Reporter Mar 


paigns which demonstrated superla 
tive industrial direct mail hand 
and results iInint wit i iwa 
perhaps because s¢ lections are 
nade from a standpoint of complet 
integration of all edia in relation t 
a) objectives I scope of pi 
gram, and (« chi { f of 
iectives. More often than not. direct 
mail cant stand alone but several 
campaigns showed that direct il 
was their heaviest concentration 
and provided the ost easurable 


results. We wont list all of the w 
ners, but some of the best « inpaigns 
excellent d rect 


iil plan 


ning and execution included 
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New York 


@ TI Island Creek Coal Sale ta pa 


Huntington, W. Va loppet m-winner 
Agency: Stockton, W Burkhas I 
Cincinnati. Ohio 

@ Lane-W ( " | \ 
Cali lopper ‘ \ 
Darwin H. Clark Comy La Ar 
Cah 


Delegates Take Foster's Advice 


When keynote luncheon speaker 
William Foster urged delegates to 
“Dig”, he might have had in mind as 
a good starter the series of Concur 
rent Clinics held on Wednesday, May 
Lith. Four professional clinies (ce 


signed to review todays industrial 
advertising problems ind to present 
methods of improvement) were cor 


sidered by many as the best part of 
the Conference. Industrial advertisers 
heard expert spe ikers ind hired 


rounds of questions at ther 
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digg 
tough 
heen 
Che clinics included four individu 
Direct Mail (R. J. Bar 
presiding Copy (H. W Ty 
(R. ¢ 


ring for ideas and solutions to 


industrial advertising prob 


il SESSIONS 
| oul 


mick presiding Research 


Sickler presiding and Education 
iH H. Oldhan presiding | There 
was an added session at luncheon 


Claude V 


manager of 


devoted to Catalogs with 


Meconis advertisi 
Rapid-Standard Co.. chairman 

The Direct Mail Clini 
chairmanned by H. D. Henderson 
direct mail manager of McGraw-Hill. 
New York. But at the last minute he 
was called back to New York due to 
a sudden death in his family. Edward 


\ Maver James (,ray 


was to be 


president of 


HOW AND WHY WE SELL 
BRUSHES BY DIRECT MAIL 


Direct mail permits us to make 
ore calls on our prospects and cus 
tomers, more often, and at a lower 
cost than any other method. Direct 


exactly the 
hundreds ol 


tell 
sales story. to 


mail allows us lo 


sare 
thousands of prospects at the same 
time. and tell it in an intimate way 


a personal way, that cannot be dupli 


caied by any other method of adver 
lising 

Our principal products are floor 
brushes sold to industrial firms for 
their own use ) of our produc 
tion is sold by mail fror Milwaukee 


The 25'7 b 
tributors 
trial 


through dis 
sell to 
ive nts or 


We 


who core 


lance go 


turt indus 


We ha 
selling to distr 
sell only those distributors 


who iti 
lirms 


butors 


salesmen 


to us We do not solicit them And 
se have a set of 10 rules to which a 
distributor must subscribe before he 


in handle our products You night 
ndments 


JUNE, 1955 


Ine.. New York, 
and kd caught the 
Washington to fill ir 


derson on introducit 


was contacted 


first 
1 lor 


plane 


to 
Hank Hen 
vo the a akers 


hd did his usual fine job introduc 


ing speakers: Paul 
Milwaukee 
Milwaukee 


advertisi 


manayvet 
Company 
Maloney 
manage! Aluminun 
Pittsburgh 


vivertising 


America 
J. Brown 
motion 
poration, Pittsburgh 
ert Fk. DeLay 
American 


ville Ky 


Space 


adver 


wont permit 
talks given at the 
ll take a 


but we lew 


manager Los 


Air Filter Cor 


Direct 


J. Bringe, sales 
Dustless Brush 
Wis.: James J 
n production 
} Compar \ ot 
Pa Richard 
and sales pt 
Plywood Cor 


Pa ind Re 


tising mana 


rnpany Ls 


pri tin 
Mail Cli 


( olummnes to 


til 


1\ 


hy 


UES 


all the 


‘ 





vou sone ol the advice offered by 
two well-known experts Paul 
Bringe and Bob DeLay 


Brings Is remembered lor 


Paul J 


his dynamu replacement of 125 
salesmen with direct mail at Mil 
waukee Dustless Brush ompany 
where he is sales manager. He told 
the complete story of how it) hap 
pened at the Advertising Federation 
of Amerteas 1953 Convention 


article in 


Now 


feature 
Report i 


ilso printed as a 


thre Jur 1953 


more than two vears after he tartled 
the sales field with Milwaukee Dust 
less Brush’s decision, Paul tells how 


Phere s a lot of 
Paul's Washi 


its still workings 
ol advice m 


talk. titled 


ton 





by Paul J. Bringe, 
‘lie Va 
Milwaukee 
Iti Ah ¢ mpany 


age) 


Duatle 


hive 
rentl 


hundred distributors are 
workin under this sales pol 

Il do not pretend that the like 
t very much lhen why do. these 
distributors continue handliy out 
Because we do the sellin 
week alter week 
onth direct 


produe Is / 
for then 
iffer on 


When we 


id month 
with mail in vol 


increase the mail 


urine 
distributor orders increase. When 
we decrease mail, distributors’ of 
ders decrease Distributor like i 
rect mail just as much as we do 

provid we pay for it and continu 


Most people think one floor brush 
like 


peu head i 


another and, once having 


| rush 


just 


i rian becomes iti 


expert. Our job in selling is to cor 
ince the pro pect that our brush 
different. that it is better, that it ha 
feature he never knew ibout lea 
lure that can ive tire and recone 
for |} Ol course our sellin prob 

ust the arive im rmiine to 

21 
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convince the prospect that your prod 
uct is different, that it is better, that 
it can save How do 
we get our story over? | can best ex 
telling some of the 
of the things 


we do not do in sending out direct 


money for him 


plain this by 


things we do and some 


tr iil 


Selling a product with direct mail 
is frequently compared with sales- 
men. It's natural to make such com 
parisons, but there are some pitfalls 
in thinking to watch out for. Personal 
selling is the most forceful sales me 
thod we can use. However, today it is 
also the 


hve core 


most expensive and it will 


more expensive in the fu 


ture as manpower costs increase. 


That is the 


reason all of us use ad 





HOW MILWAUKEE DUSTLESS 


@ liecause we are eliing to mechanicall 


ninded ' we go into ome detail on 
onetructior eature with cre tional 

a md a t f information on how 
bertamtye are acle ind «©why) 6one method 
ol onstructior tronger than another 
@ beer nodern feature of our product 
aml there are man ie brought out strong 
| to show that a floor brush can be a 
modern industrial tool md not just ar 


other brust 


tant repetition to get the tor “ro 


@ We make very heavy use of names and 
trademark of prominent users on the 
theory that our prospect will think what 
enough for General Motors is good 


enough for him 


@ We make pecilic recommendatior on 
lirtashve for rious type ot thoor and 
even picture tive floor oO our prospect 
hove net he to wander around in 4 sea 
ol catalog number to fied the brush 
} hie 

@ Our copy ix always full of facts, fa 
fact and detail 


@ We ask for the order a 


can without bein bnoxiou 


- bor main lint we use i | her 
circulation lists and our own ompiled ti 

We go heriwvontall to all incduetr will 4) 
or more employer We tried wear igo to 
hranclle egments of industry on a vertical 


basis and t «did not work We finally 
realized that a tloor ot dirty 
bee wept whether it was in the United 


Nation Phagtletin ora ugar retinet 


@ We use a fair echedule of busine and 
trace 
quitics bout to 


mail 
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BRUSH HANDLES DIRECT MAIL 


@ We have alwa used an agency to help 
dollar of sales 
ionable to the agency 
xcept postage. We find this quite a stim 
being 


lew ause “ are constantly 


and that's 


@ We write to our customers at least once 
every 40 i t in them of our ap 
business and 


About 3°cof them 


' por at ont It costs us about $1.70 
to et i repeal ordet trom t customer 
When we go after cold prospects, how 
er t a different story { new customer 
mts us $27.00 which we can afford to pay 
only because of the repeat business we ex 
| t andr fr hi 
@ (ur printing usually in half-million 
exact-counted lot ind is shipped directly 
ire th printer t rious list owners 
e \\ not run a lettershop. All mailing 
operations other than addressing our cus 
tomer list are done outside our office. We 
i in th brush husine ind do not want 
t I n tl lett hop busine 
@ There are t ‘ when we send out mail 
furis poor easor when we know in ad 
ince that the ma will not be very protit 
ible. We do this because we have a man 
tfacturi plant to Keep operating and we 
ure willing to trade high selling costs for a 
w break I ! nth plant. So when 
i merchant tell if le son every unit 
he ‘ but ike tf up on olume there 
i I trutl n it 
@ Our 5 | ! 1 of our mail is to 
t order wil t further correspondence 
So we pack all possible information about 
the product into the ailing piece 
r, featur catalog numbers and 
‘ W fo not average more than 25 
Hhetated letter ' la if correspondence 
gor ny higher than that, it is an indica 
' that we ar ' g the whole story 
j - ; -esaemee awatoema 


vertising of all kinds to help reduce 
personal selling cost, in some cases 
to eliminate it completely; and in any 
case, to make the salesman’s time in 
front of the prospect more efficient. 

Let us 
call on a prospect costs $10.00. Let 
of direct 
we equal the 


assume that a salesman’s 


us also assume that a prece 
Before 


cost of one salesman’s call, we can 


mail costs 1 Ok 


afford to send a prospect LOO pieces 
of mail. Yet. how many manufactur 
who send out one shot 
and then 

work.” 


ers are there 
of direct mail, or even six 
didn't 


perhaps ) 


drop it, “because it 
Such a 
of what might be 
call by a salesman and « xpects equal 
It can't be done. A letter on 


circular can never be 


firm spends 


spent on a single 


results 
as forceful as a 
salesman and therefore. the sales mes 


sage must he repeated constantly if 


we are to expect reasor able result 

| would not be willing to start a 
direct mail program unless the bud 
get is large enough to send at least 


a dozen pieces to the same list in a 


better if the dozen 
months. If 
the budget is not large enough, the 
list should be cut so that a continuing 


program can be 


year even 


pieces can go out in six 


maintained. Con 
tinuity is vitally important for su 
direct mail. We 
mail to some 
than 10 years with 


out getting an order. But they are 


cess in have been 


sending firms once a 


month for more 


logical prospects for our products so 
they will 
When 


rane 


continue to receive our 
a firm asks us to remove 


check 


very carefully. If we find 


mail 
their from our list, we 


the name 


they are still a qualified prospect 
their name stays on our list regard 
less of their wishes. We assume it 
such cases the prospect does not 


know his own best interest and we 
hope to educate him 

When you spend a great deal of 
time and effort in producing the best 


possible prece of direct mail you can 


turn out, remember that no matter 
how perfect it is, it will be respons 
ible for only 40° of your results 


The correct names on your list will 
provide oo) of 
spend at least 60° of your time and 


your results. Ss 
effort on qualifying your list of pros 
pects It is a job that requires yood 
ability and it is 
work, but it pays off in orders 

No discussion of direct mail seems 


analytical dreary 


complete without a few case histories 
of spectac ularly successful mailings 
used 


fountain brush 


trucks 


(ne was our 


for washing busses ind 
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sc we were ivet houilding distributior 


























passenger cars. We thought it would 
also have a good application in 
railroad cars We secured a 


bist i railro 


w ashit pt 
ad presidents, vice presi 
dents ind storekeepers and wrote 

i one page electrically type 
written letter, enclosing a blueprint 
of the brush. In the railroad field no 
ne can resist looking at a blueprint 
We received what we thought was a 
letter 


¢ in orders. To those who had 


nad response to this about 


/ 


not replied we then sent the shortest 
lollow ij) letter | have evet used It 


had only ore sentence and no en 
closures 
tid: Plea have a reph 
por t il ition ot 
j 
Within a day we were receiving 
special delivery letters, wires and 


phone calls asking for i copy of our 
letter of June LO. That second letter 
was a rather severe shock treatment 
but it got results in additional 


| in orders. Today, we enjoy a 


FOLLOW THROUGH WITH YOUR 
INDUSTRIAL DIRECT MAIL 


One of Boh DeLay 


an im p ortant one 


pet subjects ts 
FOLLOW 
THROUGH”. In a_ slide-illustrated 
talh, about hou {imericar hilter ob 
la qualified leads and softens them 
il helore the sales an call Bob 
had a lot to say on the subject of 
a complet oh ot follou up 
and follow-through. We wish more 
industrial and consumer adver 
ers would follow his advice 
Did you ever see a football quar 
terback use only two of the four 
downs he is allowed and then turn 
the ball over to the opposition 
Did you ever see a star basketball 
waver who was content to take only 


, 


Apoit tf shots at his objective 
the basket / 
Ihats the way many of us in in 


dustrial direct mail attack our objec 
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mating with a conv ta aur eld 


good business in the railroad 
foundation of the 


rather 
field built on the 
original two letters 
Here is another example A the 
ater in Milwaukee was having troubl 
sweeping under Kroehler push back 
seats which they had just installed 
It seems the floor clearance in the 
raised position was very small. We 
devised a brush with a special curved 
handle that did the job very nicely 
Naturally, we began thinking about 
other Kroehler — seat 
where the brush might be used. Ws 
Kroehler Company 


solution and 


installations 
wrote the about 
the problem and = its 
asked for 


the preceding five vears. They sent 


a list of their sales duri: 


inh luding names 
theaters, dates 


number of seats in 


us a detailed list 
and addresses of the 
of installations 
stalled, and the names of all man 
agers. No one could ask for more. We 
vot a letter off 
Bo xlO photographs and a complete 
explanation. We had 944‘, 


within ten days 


immediately with 


tives—by utilizing only part of the 
opportunity of by loading the gur 
with only two shells when six round 
are available. Then we sit back and 
blame the medium itself rather than 
our own mechanical failures in plat 
ning effective direct mail 

Should industrial direct mail be 
saddled with the 20% return theory 
Ol course not-—-its scope its 
fluence, its part in the overall abilit 
to condition a business audience 
too great and too far-reaching to be 
restricted. How many industrial ad 
ambitious 


vertisers embark on an 


space advertising campaign § at t! 
start ol a selling season without cor 
ditioning the sales force in the field / 


Not many 
proac h with the lack of pre condition 


Contrast this logical ap 


ing of salesmen to a direct mati 


name Goan Gueseticen Asp t 3 +2... 





Now. if vou think direct mail sell 

is a happy progression from one 
success to another, you are comple le 
ly wror If you tackle direct mail 
with the idea that any return of less 
than 2 is not worth mentioning 
you had better not start it. If you 
look closely at the flashy 


stories, you will usually find they 


SUCCESS 


ire due to a fortunate combination of 
circumstances that cannot be easily 
duyplie ited The 


will never provide bread and butter 


SUCCESS 


You will have it once in a while and 
it will help to sweeten your job. But it 
will never take the place of the day 
steady 


ifter day plugging and the 


volume of mail that is required lo 
Keep a substantial business operating 


profitably 


Direct mail selling is no mira le 
producer ot short cut to heaven. But 
if you use it sensibly and consistent 
| ind back it with your confidence 
t will perform for you as it has for 


us and thousands of other firms of 





by Robert F. Delay, 


ldvert Wi Vanage 


imerican Air Filter 


campaign or to an overall, consi 


tent direct mail program 


Hlow many companies flail to use a 
instruct salesmen in 
of direct mail / 


| ihe wise how many fail to use thre 


tles meeting to 


the whys and how 


ies trainee program to give pote Dy 
tial held ales representatives i 
briefing im the techniques and ef 


leots ol direct mail F 


share fully aware 


Most of us are 
of the results of studies conducted 
with industrial companies on inquiry 
processing both for direct mail and 
publication advertising. The inept 
tude in follow-up, oecasioned by in 
ullioient planning, should throw ter 
ror into the heart of most ad mana 
ers and sales promotion “expert 


his inetheiency should not be laid 
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ompletel it the door of the adver 
linet \dvertising agencies entrusted 
with the responsibilities on the sales 
promotion level, are every bit as 
wuiit mad re ponsible 

Wh houldn t agencies lace up to 


the re por ibility of coordinating a 
woplete direct mail program tor 
them clients’ Sure ome of ther 
have But on the aver ie gene i 


have resisted assistance in industrial 


direct mail programs Yet direct 
mail eflectively coordinated can 
provide the pace program (con 


ceived and iestituted by the agency) 
with most log it and forcetul sup 


prort lt high tirne agencies whe 
wervies industrial counts = started 
presentit im integral service In 
dustrial direct mail would hve i good 


place to start 





Direct Mail Clinic speakers James J. Maloney (left 


Ce. of America; and Robert F Delay right) 


check notes before giving their telks at NIAA’s Washington Conference 


Most industrial direct mail failures 


eceur because, unlike their bretheret 


im the mail order business, industrial 
direct mail users hy ind large ck 
not have to prove through sale in 


quirtes or intluence, the eflectivenes 
of their campaigns That's what's 
wrong. How do we do u right 

Like trices ulvertisers we make 
mistake in our company in direct 
mail as well as in other mediums, We 
feel, however, that these mistakes are 
minimized b budgeting ind plan 
ning direct mail just as we do apace 
vivertising and other mediums. kach 
ol our eight product departments 
from our highly technical dust col 


lecting equipment to the dollar and 


i quarter glass fiber filter for fur 





ur conditioning systems 


direct mail in two ways 
To obtain qualified leads for salesmen 


To soften up prospects before a salesmen’s 


stant dusting by the housewife a drud 


of cleaning drap 


ufferers and per 


advertising production manager, Aluminum 
advertising manager of American Air Filter Co., 


afford to hit them 


follow-up here could not be adequat 


THE REPORTER 





is we were just building distributior 
But by selecting LOO class builders 
we could pay tor the enitre year 
campaign by converting one inquit 
into a sale. We got six inquiries fron 
the first letter. We were able to give 
our salesmen quality leads because 


uur list contained 100 quality build 


ers 

sure this can paigt was small 
But it had all the elements of gow 
direct mail 1) a top-notch mailir 
list 4 an attentton-gettin can 
paign, (3) continuity L) ummed 
iate and personal lollou up hy the 
held sale s force (5 a pin pointer 
check up on results by salesmen u 


terviews and letter 

Let’s take an example of seftenu 
up prospects he jore a salesman s cal 
in a relatively large, expanding ind 
continuous direct mail campaigi The 
present school building boon has 


shouldered i tremende 


yus selling bur 
den on what we call our Unit Ver 
tilator Sales Department This ce 
partment markets heating ventilat 
ing, and cooling units for = s hol 
classrooms. Prime influence factors 


the sale of such equipment are ar 


chitects consulting engineers in 
school officials. We like to think that 
our salesmen pe rsonally know VO per 


cent of the architects and engineers 
who ce sign today s school buildings 
But it is impossible for any sales 
force to know the hundreds of thou 
sands of school superintendents ana 
hoard members who. in. effect iré 
the owners of these public buildings 

Here again, direct mail has offered 
a solution to a difheult problem of 
getting the nan Herman Nelsors 
tnit Ventilators before a large po 
tential audience Qur interest here 
is in mailing to school boards and 
superintendents when they plan to 
build so that our product rare 
will not be a stranger to them wher 
our salesman calls or when a heatir 
contract is awarded 

We have used a continuous car 
paign now on its fifth year to this 


group The school board in Wats 


saw Indiana may build only one 
school in 20 years. Unless our t 
ing Is good direct mail car in 


mighty wasteful 
Qur system is keyed to the best 


list obtainable We receive the 
Plans in Progress onstruction re 
port from the F. W. Dodge ¢ rpeor 
tion and immediately record the 


name of the superintendent or board 
president whose name ippears o1 thie 
report. 

Immediately we send a “contact 
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mailing opy to our field 

names of 

Believe it 

a per 

return 

contact dling without the 

help our field sales force The 

more contacts, of course, the lowe: 

the percentage returr Here how 

ever ur field sales force takes up 
the battle for us 

From here « the iunpaign ts 

simple Phree tilings are for 

warded timed so that the last 

one will arrive just before bids are 

taken or contracts awarded for the 

school, Collateral literature and reply 


cards for further detailed informa 


tion are included in every mailing 


With a volume of 500-800 mail 
ings per week, our result-checking ts 
not as complete as we would like it 
to be. 
ranging in size trom 
$11,000 directly attributable to the 
And after all, it's 


intended only to soften up the pr 


Yet. we have traced orders 
S5.000 to 


mailing campaign 


pect before a salesman’s call. ve 
never heard any of our salesmen ce 
clare this campaign was a waste ol 


’ 
maney 


Planning pays off especiall 


if the planning includes adequate and 


proper 


} ” 
‘ 


Talent 


expensive art, proper 


neflect 


ed copywriting 
timing and a proven n tiling list are 
il a cor iplete waste of money unless 


follow 


which pout 


you! planning includes 
through the gimmick 
the modern streamlined direct magi 
on the highway to. successtul 
sales promotion 
hollow up follow through budget 
plan and load that gun with all six 


shells I =f all four 
quarterback Cyive 


downs Ih ! 
start ridustrial 
direct mail i chance le work for vou 


sed Vavue OE 


HOW CAN WE MAKE BETTER 
INDUSTRIAL ADVERTISING 
IN 1965? 


li's not surprisin that the Copy 
Clinu y Mark Hunt 


ington Wiseman \Vew York advertis 


chatirmanr ed 


in consultant ran away overtune 
Wr. Wiseman. an old hand at soll 
ertising prob 
ymbolic of his 
touched olf an 
enthusiastic discussion which could 
hroken up The ’ 


an overall meant lo the en 


n a multitude of ad 
lems is, in himself 


} 
raiie His remar 
not easily have 


fire contlerence The cline was hy 
no means devoted to DIRECT M {// 
copy Newther mere Vr 


j u iseman § 
But neverthel they started 


word 
the most tnterestu ission ol the 
Washineton meetir the clinu 


ran way overtune ¢ ‘ leu lef the 


ert ‘ on the 


th i porl Lhe evidence 


n Washineton last month proves 
future ahead for in 
j 


indus 


there is 


tah en many pa 
port 
‘ this 


uriler 


can think of no better way to end the 
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report than with Ur. Wiseman’s wise 


words 


The problem of this discussion is 
something like the problem of trying 
to thread a darning needle with a 
two-inch rope the subject is so big 


What we 


shall have to do is to shred the rope 


and the time is so short 
into some component strands and 
with trembling fingers, try to put 
each strand through the needle's eye 


one after the other 


I he general theme of this confer 
ence 1s what will industrial adver 
tising look like in 19657 With the 
help of our imaginations, we might 
dream up an idealized picture it 
every advertisement in the hundred 
of media in this enormous field which 
will be read and favorably acted upor 
by 100% of the potential audience 
That would be pretty dandy for all 
of us and for the Ameri 


But of course we know 


entire 
fan economy 
that such a utopian pieture is al 
ibsurdity Readers arent going to 
change that much in ten years — or in 


a hundred 


by Mark H. Wiseman, 
tdvert j j ; 


o what our panelist have «lh 
cided to do 4 take i realisty 

io our present prol lems and = ask 
what cut We il deo te pclae miatre 
readet to read more of our advet 
Lisement md act more favorably on 
them If 
ihly reliable 


tion now we can look 


hetter da im LUO Let 


e can find some reason 
imsawer to that que 
forward to 


le finve 


lew term 


Let's consider the word adverti 
wn Literall it means the proce 
ol turning attention toward some 
thing But think how many other 
eaning it has rathered ihe il 
ot word ulverto became part 
ol i dead language fidvertisin 
ean thie piel ol the ide-show 
barker and the Indian medicine man 


It means four-color spre ids that cost 


i small fortune It mean coupon 
ered to the housewile s doar 
i free sample at the cor 

It radio and 
circular 


television shows ini 


that come through the mail. It mean 





You get more returns 
-».More returns 


»..-Mmore returns 


when your mail goes 
TENSION 


NEW YORK 522 Fifth Avenue 
Southwest Ave 


67 ‘ ‘ 500 


MINNEAPOLIS MINN . 1279 North Ind $ 


by air 
by rail 


of every kind... 


out in 
ENVELOPES 


ba O10) -3 10) - 8. Uule)\| 


DES MOINES 14. IOWA @ 912 Grand Avenue 
KANSAS CITY @ Mw . wth & Campbell Sts 


wort 2, TEXA @ 5900 East Rosedale 








Telephone: ORegon 4-706! 


A us 
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HE CALLED "EM “RUBE DONNELLEY'S BIRD DOGS” 


Migt 


bold 
i tele} ‘ lire ‘ atica 
imcTease sales and improve sery 


white page : I duplicat 


WALTER DREY, Inc. 
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EDWARD W. OSANN 


Writer of Advertising Literature 
and Sales Letters Since 1910 
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175-35 88th Ave, Jameica 32, N. Y 
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FREE #1000°° 
~ ‘ef BILL 
WriteTODAY  \™ipa, 


On Company let te head -~H 
. 7 


Direct, Mail Associates| egy 








sky-writi 
and | turn out 
tention to what we or ¢ 
and want to se 
And, int 
fully understane 
last definition 
word advertising 
think of it 
informatio 
others as a 
do what we want t 
lew of us, untortunatel! 
is a means ol hely ing peo 
isfy their needs and find sol 
their problems Yet. fror 
s point of view, that 
ings primary tunctior to 
fill needs and solve probl 
Now. let’s look re 
self. This word 
meanings tor various t 
think of the readet is al 
to be hit between the eves 
bowled over (thers think 
a source ol proht ~ eon 
has money to spend that th 
to get for themselves. Other 
lazy and rather stupid oaf 
to be titillated by a pictur 
waked out of his lethars 
boast or ; promise that ! 
no basis fact witl 
type and a font-full of 
points. But actuall 
just an ordinary hun 
reasonable intelligen 
emotions, who has 
port ind a job to 
keep his wile supplies 
sional cultured pearls 
and P ivtex girdles 
his kids pay the 
privilege of 
name on the otlhes 
reason hes interested 
is that maybe | 
will help him to ae 
by offerir yy his 
that he can use 
My final word 
NIAA is ar 
trial advertisers 
dustrial advertisers 
do we meat by 
afraid some 
bolts and 
mean that great 
that keeps our tactories 
cours they re il partly 
doesn t “industria meat 
this? Doesn't it really 
things 
If our picture 
machines and 


sight of the primary 
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rake things 
between indus 
what we call 
ilvertising is that 
it is directed are 
industry and 
spects for prod 
them do those 
ore ot them 
lathes and 
emselves is 
ord sedans 

rs and tathes 
important to 
ind hair toni 
kind of motor 

r raw material 
ire in danger 


kids ma 


Phe fun 
help the 

ind solve 
frial adver 
portant to 
ther kind. If 
it. if he can't 
we who make 
Were he 


tears to your 

ur advertising 

resistance of 

iled factor 

ind purchasing 

the inpression 

idvertise 

on a solid 

then with 

But maybe 

their attitude 
irnt b 
writtes 
Mayln 

kl ten years 

i re isonable 

will change 

in we just 

ther read 

we dont 

iti beings 


b. order 


with a 
d get some 


their prot 
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EVERY COVER PAPER JOB 
FOR DIE-CUTTING 


THAT CALLS 
CALLS FOR 


Buckeye Cover 


HAT’S because of the dura- 
bility and the printability of 
this famous cover stock, made of 
rags and finest purified wood pulp. 
Its toughness assures sharp die- 
cuts with edges that will stay 


sharp, even with rough handling 


This clever mailing piece, de- 
signed by The S. A. Levyne Com- 
pany, Baltimore, agency for Rec- 
ipe Foods, Inc., 18 another good 
example of the unbeatable combi- 


nation of Buckeye Cover and fine 


printing craftsmanship 


Vinmar Lithographing Company, 


of Baltimore, Md., chose double 


DISTRICT 65 om C.1.0. RETAIL WHOLESALE AND DEPARTMENT STORE UNION 


thick Buckeye Cover, White, An- 
tique finish, for this job The 
printing is by offset lithography 


in two colors—black and orange 


In specifying Buckeye Cover for 
your mailing piece, folder or cata 
logue, you can choose from stand 
ard white, the dramatic new Hi 
White and 14 heautiful, clear 


colors, 4 weights, 9 finishes. 


You can depend upon the print 
ability of Buckeye Cover by any 
letterpress, silk screen, 
PHE BECKET 
Makers of Good 


method 
offset, gravure 
PAPER CO 


Paper in Hamilton, Ohio, since 1848 





By Henry Hoke 


Thue letter reproduced here was re 
ceived it ur olhee on May 3] 
aed otha 
A\nother 
hijtieth use of direct mail (discovered 


prior to World War Ib) 


rmiune or destroy 


reporter hit’ the ceiling! 


example of the disgusting 
Direct mail 


io und 


Although the Janne 
completed | mace 
kill a couple of pages ind traveled 


mto the city to investigate On my 


Reporte r was 


irrangements to 


own Volition and without being ask 
ed by anyone. Ive spent many hours 
inferviewmg ind wading through 
reams of evidence and dossiers on the 
mdividuals and organizations involy 


We believe all readers of The Re 
hould be interested in the 
fact because tactices like those 
used in the May letter from Dis 
trict 65, CLO, are a threat to all of 
us If Miehelson Livingston, Pale 


et al can get away with it it 


porte ; 


might happen to you and you and 
should be 
our democratic life for 
letters 


rm sprorsalole smearing of reputations 


you Lhere no place in 
potson jy i 


plar ned boveotts and the if 


So here are the facts as | see then 
First: The letter 


ludly is a technical violation of the 


itsel| (read care 


lalt-Hartley law which prohibits sere 
hoyeotts. The 
mental picketing 
lhe injured party should sue for 
/ hope they do, since the 


ondary 


picketing or 


letter is actually 


dama “ns 
copy ts filled with untruthjul state 
, 
/ | 


ments and damagre has heen caused 


THIS IS 


Black MAIL! 


AN ANALYSIS OF THE WORST (LOWEST) LETTER OF THE YEAR 


Second: Jo understand the situation 
it is necessary to know the history 
of District 65, CIO. We can't cover 
all the details (would take a book) 


But here are the highlights 


District 65, ClO, is a part of the 
overall 
Office Workers of 
lination of three or more formerly 
eparat 1948, the late 
Philip Murray and his executive com 
mittee threw them out of the C10 for 
heing Communist dominated. It's all 
REPORTER 


readers will remember this was the 


Distributive, Proe essing and 


Ine rica a com 


“anions In 


a matter of record 
outfit responsible in 1950 for getting 
the New York Department of Labor 
to clamp impossible regulations on 
in an effort to gain 
letter shop 
fight, 
hacked by leaders in the mail service 
industry and supported by THE Rk 
PORTER the New York Legisla 


ture amended the law and removed 


home fyping 
lurther control of all 


operations i/ter a two-year 


typing and other clerical work from 
the jurisdiction of the Labor Depart 
ment thus killing entirely Corsi’ s 
order of July 12, 1950. 


In early 1953, District 65, CIO, 
reshuffled some of its executive heads 
and those 
signed the 


munist affidavits 


remaining reportedly 
necessary 7-H non-Com 
They applied for 
reinstatement in CIO and were a 
ceple d 
statement was held up temporarily by 
Walter Reuther hecause the fop ol 
‘District 65” 


congre ssional hearing 


But we understand the rein 


reluse d alia 
Fifth 


{mendment pica) to state whether 


ficers of 


{ unde r 


they were or had heen members or 


active workers in the Communist 
Party. One official refused to say 
whether he had 


heen stating the truth when signin 


(under same ple a) 


the required a; fidavit 


We wont belabor the Communist 
but weve read the 
record, tt should 
of 65 


charge point 

evidence. For the 
be sufficient to say the leader 
CIO have consistently been angels in 
the editorial eyes of the Communist 
DAILY WORKER. They have con 
sistently been active in Communist 
sponsored CaOUSES, such as Vay Day 
parade s and hopped up rallies for 
this and that: and they have been 
openly intimate with Red-loving lead 
ers, such as Browder and Bridges. In 
other words, they are well-known t 
legislative bodies and newspaper re 
porters (sue h as the reputable lahor 
reporter Victor Riesel\ as a trouble 
some disease im the labor movemenl 
So. to be entirely fair you must 
judge the May 27 letter partly by the 
background of the men 


posed if 


who com 


Third: What are the facts behind the 
trouble at Circulation {ssociates 
{fter studying the evidence, I'm de 
fending Circulation Associates, not 
hecause Bob Rubin (who died March 
28. 1955) or Ed Lustig are 


and customers of ours hut 


friends 


this whole affair represents 
lo all direct mail produc fion 
fe nd ‘ qually any othe r organizatior 


friends or not, tf similarly attacke 
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Here is a shocking 


example of the 50th 


use for direct mail, 


lis a long hut here are the 


sfory 


most important highlights in a b-« 


fashion (Compare these items with 


the claims in the letter 


(a) Circulation Associates cannot be ac- 


cused of being “‘non-union.” It has contracts 


with the Mailers Union of AFL, the Teamsters 
Council of AFL, and the Amalgamated Litho- 
There have been cordial relation- 


graphers 


ships for years. The three contracts cover 


only a portion of the CA employee roster 


(b) On December 29, 1954, approximately 


23 employees of Circulation Associates were 
laid of because of slack work, a common 
practice at that time of year in all letter- 
There 


shops. wasn't any union 


possible 


connection of connotation 


(c) On December 30, 1954 (the next day) 


District 65 began picketing with signs read- 
ing, “locked out by ‘ and “On 
strike against No CA employees 
were on strike 


Both signs were completely 


false 


(d) About a month later, only sixteen CA 


workers out of approximately 280 employees 


walked out and had to be replaced 


(e) Later, District 65 filed complaints with 


the National Labor Relations Board 
which on May 11, 1955, formally threw out 
because the were 


the complaint charges 


unfounded. The ONLY REASON Circulation 
Associates did not mediate at the New York 
State Board was that the original complaint 
was pending with the NLRB which had prior 


jurisdiction and there wasn't really any- 
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C. A. officials 


did meet with Union leaders for round-table 


thing to mediate. However, 


discussions 


(f) On January 31, 1955, District 65 pulled 


@ surprise mass picketing with 800 screaming 


stooges from other companies surrounding 


the CA headquarters. Police dispersed them 


after riotous scenes. On March 10, the same 


thing occurred with a thousand or more 


goon-led rioters. Employees were beaten 


police had to be taken 
the de- 


much press 


and hospitalized 


off school crossing duties to stop 


bacle. It was the subject of 


comment. A_ court restricted 
65-CIO to NOT MORE THAN SIX pickets 


between main plont and warehouse 


ruling finally 


1955 65-CIO of 


ficials filed a petition asking for an election 


(g) On February 2, 


claiming to represent 12 employees (out 
of 280). Circulation Associates officials agreed 
IF ELECTION COVERED ALL EMPLOYEES 
but union officials stalled for four months 
trying to limit election to the claimed twelve 


Since the NLRB throw-out ruling of May 1! 


1) ASTOR PLACE NEW YORE LN YT 


ike at reu Ags tates f 
se thie 0 1 i feel that 
the facts, 
rkere for joining r 
wers, but ¢t c avail The 
Yors State Mediation 
ostetement ¢t ercvitre 


ted against ireviation 
the Amalgamated Lith 
poerephice, 


s who were fired, 


kere in the printing depart 


tute @ separate and distin 


ea eith the 


and turne « deaf ear to 


union officials have been obliged te 


agree on the across-the-board election 


Hearing is scheduled for June 14 


(h) Around the time of Bob Rubin's death 
on March 28, two 


trucks were hijacked; their drivers were kid- 


Circulation Associates 


napped at gunpoint. The trucks were later 


found, practically ruined, with shellac poured 
into the oil compartment. The culprits hove 


not been caught. Employees have been 


beaten up; wives threatened by phone. Ed 
Lustig’s 77-year-old mother was downtown 
one day and started to enter the building 
so her son could take her home A picket 


pushed a strike circular in her face and 


she brushed it aside. The next day she was 
with 


served with a summons charging her 


assault. She went on “trial” June 8 


(i) On the day Bob Rubin died, union of- 


ficials approoched partner Ed Lustig and 
generously offered” to call off the pickets 
during the funeral if Ed promised “not to 
sneak anything over the line.” Ed, of course, 


had to refuse because he couldn't recognize 


ORegon 3.5120 


r the past 
it ie 


nion. We attempted 
sompeny re 
ward and rejected 


ment 
t unit, 


n, relecte any ant 


ffere of 

















Introducin 


g 


ApvERCARDS 


Giant-size! Colorful! 
AS EXCITING AS A DAY AT THE CIRCUS 


A new selection of jumbo ma 
mailings and the advantages of 
Eighteen eye-catching border designs 


card stock 


users 


heavy, white 
Direct ma an im 
copy space, using any offic 
AdverCards are designed 


winner of five national awards for 


ng cards for advertisers who want 
color printing and professional art 
pre-printed in br ant color 


nexpensive 
on 5 2 7, 


print sales messages and announcements in oversize 
e duplicator 
printed and 


reative ma 


Ma!! 1954 


an 
ing 


sold by Amer Advertising 


advert 


Write for Free Sample Kit and Price List 


American Mail Advertising 


610 NEWBURY 


INCORPORATED 


STREET. BOSTON 15. MASS 








In Doughnuts 


its 


and Direct Mail, too 
the HOLE that makes the DIFFERENCE’ 


\ SALES LETTERS 


148 W. 23rd St.. New York 
Telephone WAtkins 9.6028 


ADDRESSOGRAPH 


MOUNTING FRAMES 


Mn John Burweil 


5g O48 5807 Windom Pliuw Week by 


bs = 4 


3 LINES 


Orel? rtm tel Ot 
13 LINES ys) vo avonuceet 
Oe my lege 











2 LINES ¢ 


FOR SALE: 1,000,000 


Addressograph ELECTROcote Locktab 
Frames 682200. NEW and in perfect 
condition. Serves the purpose of Ad 
dressograph frames A, 8, C, E, F, K, 
N, O, $. Will toke 1, 2, or 3 plates 
Packed in original boxes of 100 ec.; 
5000 to the cose. Usually sell for $36 


« 1000 
- Ol each 


in lots of 15 000 or more 


Also for sole: 280,000 Jj.2000-1 Ad 
dressograph frames. Hold two 3 line 


plotes. New and in O11 each 


perfect condition 
Will entertoin offer for entire lot 
Samples wil! be furnished on request. 

NATIONAL ENTERPRISES 


2001 K St.N.W. + Wash, OC 
Phone NAtione! 8.0330 





L.H.B.M.A. 
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CAPITAL AND FACILITIES 


Am 
vent 


mati 


exist ng 
onsider 
Am currently 


fi 


ust 


aver 


aue 


Write Y 


To Invest In 
MAIL ORDER 


yortunity to in 
finance a 
venture, or 


seeking an op 


capital. Will 
product 


new 

an 
Will 
partnership 
in business with plant 
1000 aa. ft have over 150,000 
2,500,000 prospects 
order Shon) 


order 
mail order 


financing 


operation 
in 


wne;rs my 


mail sale 


uur Proposition to 


Box 63 


THE REPORTER 
Garden City. N. Y. 
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DIRECT MAIL AND MAIL ORDER 


COPY 


Me Order Letters that 
rders and cath 
Letters thal create 
befween tales 
ails booklets, folders 
organs irculars that 
obs you them 
ndorsed by «4 nation 
w of two OMAA 
y Awards Dartne!l! 
Medea editor of IMP 
s smalies!t house orgen 


“ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 


Writer of 

bring beck 
Contacting and 
maintain } 4 ~ 
men's 
b hu 
do the te 

to dé F y 
wide « 
Soest of 


es, houte 


ng want 
entele 
ndust 


nner 


th 











the jurisdiction of a “strike line” which had 


no legal right to existence 


(j) Recently 65 hos started flying-squedron, 
physical picketing of the offices of customers 
of Circulation Associates. Against the low 

. but 65 officials don’t care. By the time 
complaints are filed and red tape unraveled 


the damage has been done 


(k) And finally the infamous black mail letter 
of May 27 


That 


count 


which speaks for itself 


brief 


nearly 


but 
unbelievable 


is a accurate ac 


of a sit 
frightening picture of 


of life the 


uation 


just a small segment in 
direct mail business. 


Here 


some, 


trouble 
ab 
solutely no legal or moral rights in 
the has by 
terrorism, black 


damage 


is a Case where a 


ir responsible union with 


individual organization 
intimidation and 


mail caused uncountable in 


time, energy, money and reputation 
From observing the internal opera 
of the flourishing 
Broadway, where 
handled, | 
least 98%, 
satished 
the 


have good 


business at 
top bracket 
am convine 
of the 


with their 


tions 
1745 
mailings 
ed that 


ployees are 


are 
em 
work 


interference 


at 
and resent outside 
They working 
receive intelligent personal considera 
They 
the 
65 contracts, 
There 


conditions 


regimented 
strict District 


tion. are not 


in case under 


as 


one semi-humorous 
in behalf of the 


A son ia 


is only 
note. Somebody, un 
a Circulation 
“customer list 

out the May 27 letter 
a mistake They stole 
made up by Bob Rubin and Ed Lus 
to bred 


monthly letters 


ion, purloined 


in order to send 
But they made 


a special list 


tes 


Gymers crazy 
Included 
were some customers but mostly close 
The 


many 


lig mail 


motto 


stealing can be 
of the 


inaccurale 


pe rsonal friends 
proved bree ause names 
included deliberately and 
facetious titles 
| have seen the private union list 
New York lettershop targets 
65-C1O has for attack 
1955. If they the Cu 
Associates test raid they 


to the Phen 


of 


whi h 


nine 
fixed 
during win 
culation 
will move on others 
and on. 

We hope none of the customers of 
CA will be deluded or frightened by 
the black mail letter of May 27. We 
all of fair will 
jump in to counterbalance the vicious 
attack. We think maybe the 
fair-minded Walter Reuther should 
reconsider the CIO Wi 
hope Ed Lustig has strength to live 


out the storm 


on 


friends play 


hope 


usually 


afhliation 
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HOW TO 
FIND NEW 
t CUSTOMERS 


When you feel that you have reached all 
the people interested in your product 


t's high time to try selling direct to the consumer 


JU Here at PLANNED CIRCULATION, we have 
screened lists of many potential buyers to 
widen your selling horizons and open up new 


fields for your sales 


Let us spot your prospects for you and 
uncover new markets for your goods and 
services on a nationwide or selected area basis 
Our counsel is free and farsighted, our 

service efficient, and lists we represent are 


effective 


PLANNED CIRCULATION: 
19 WEST 44TH STREET, NEW YORK 36,N Y 


Phone, Murray Hill 7-4158 








Vi Kalph T. Curtis, mail order 
‘ copywriter 


swell job for 


uprerv now do 
Keller 


kvansville 


nip such i 
Crescent Company ol 


Indiana writes 


reader 
me he read 
ye Wost 
od examp 
/ Anou j 
(ft wasnt even men 
ic of the first page 
rude and forn a 
ed THREE TO ON} 
h brought the prod 


first paragrap? 


What do you say to that, Mr. Reh 


hock, et al? 


College Bred Formula 


Here i formula I picked up at 
Mix higan State 


their seminars, in which | partici 


lL niversity at one olf 


pate d 


kasy Reading Formula 


Average sentence length, 14 words. 
Average syllable count per 100 words 
— 142 

Average of two passive verbs in each 
100 words. 

Average of 10 personal words in 100. 
Average of 75 to 80 one syllable 
words in each 100. 


brom the sare source comes the 
following statistics which all of us 
might well keep in mind when pr 
paring a piece of mail order copy 
Only © million people in the United 
States have graduated from college 
Only & million people in the United 
States have been to college for from 
lL to 3 years. Only 14 million out of 
a population of 160 million have 
been exposed to college in any way 
schooling 


1) million stopped their 


with 8th grade. 22 million dropped 


32 


“A 





eed-able Copy” 


o Moithly Clinic, Conducted by Owilles Red 


out of high school before reaching 
their senior year 

So, as Ive heard my good friend 
Mr. Claude V. Meconis, 
manager of the Rapids-Standard Co 
Rapids Mich 


many times See it | 


advertising 
(rand ivan Say su 


big say it 


ple 
Why Women Buy 
We dont know where 


sons why women decide to buy 
from We saw it first is a quot 
from the St. Louis Advertising Clubs 
Ad Club Weekly it goes like this 
“Women decide to buy for the following 
reasons — 
1. Because her husband says she can't 
have it; 
. Because it mokes her look thin; 
Because it comes from Paris; 
. Her neighbors can't afford it; 
. Nebody's got one; 
Everybody's got one; 
it's different; 
Just ordinary because . 


We i chuckle out of it 
when we first read it Then we got 
to thinking about it 
pretty basic reasons 

Take the one Because her hus 
hand says she can't have ut Nobody 
likes to be told what to do. Then 
there is the eternal battle of the 
People are just like children 
tell them they can't have 


and that is the first thing they want 


| ight rea 


caine 


got quite 


Really those are 


sexes 
something 
Remember wartime rationing ¢ As 
soon as something was in short sup 
ply that was the very thing most 
We know people who 
stored up canned goods they 
did use It sp iled before they 


around to it. But it was in 


pn ople wanted 


never 


supply: they saw a chance to 
so they bought 

lake the second o Because 
There is the 
old personal prick ingle. Women who 
are fat want to be thin. The thin 


makes her ook thin 


woman wants to get filled out. No 
woman 1s satished to be exactly as 


she is higure-wise Because 

comes from Paris mnt as silly is 
it sounds Paris to the average 
woman means high style She want 
to be out ahead of other 
lhey re still whether 

woman dresses to please men or to 


make 


neighbors can't afford it Here's the 


Wore 
arguing 
other women envious Her 
old snob appeal She wants to be out 
ahead of her neighbors 

If she can have 

Vakes 


slightly en 


vot one 
conversation piece 
friends and neighbors 


Kverybody 
you hear her say to her husband I 


vious ol one (ant 


dont see why we cant have one of 
those. Mrs 
husband doesn’t make nearly as much 
money as you make lt is differ 
ent The same reason as “Nobody's 


Jones has one and her 


We don't subscribe to the last one 
“Because Your copy s go 
ive i reader darned 
for trading her noney 


product 


Double Negative With Comment 


“There is no better and less in 


eXpenstve method of heepu ou 


j 


name in front of your customers ar 


~ 


prospects than hy oO star 


the first sentence of a circular mailed 


by a nationally known concern t 


sell its product The circular was 
sent along to this department by 
CLeorge ID) Billings 
Manager of G. H. Tennant Co 
N. Second St Minneapolis with this 


note 


dvertisir 


25450) 
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“Lightnin 

Some of vou old-timers will re 

ember the show “Lightnin which 
starred Frank cor ‘ so many 

ears | p to ! chalked up 
the longest ri ny legitimate to get the most out of 


play on Broadway Lightnin’ was o e 
a Civil War pensioner, and when he your printing dollar, 
got his check from the government f 
) ) : always remember... 
he pointed out te nis cronies the 
many big names on the check. There } 3 
was the President s signature Dhere ph 
Ph > 


was the Treasurers signature Di = 


names But the pensioner turned the 
check over and said, as he pointed 
to the endorsement space “It's no 
good without my name 

| always remember that play ind 


that aed when | start to prepare it pays 


i piece ol ‘ I il copy If you 


ct something to plan 


Ws importance 


Off The Cob with your 


lo my way ot thinking the wore . 
corny” has killed more good cop) pri nter 
than any other one word. Everybody 
is trving to be . irt or moder 
or cute 

\ young copywriter who worked 


with me for several years and finall ~ 
blossomed into a good writer of di . 
rect maul used to put ipl 0 oOpy ‘ if pays 


! mi cle sk with the er ou 


night think this prett orny And to U S e 


I'd always stop and explain to him 


that “corr copy usually pulled re 


“Ringling ows, and Berean 2 NEKOOSA 


Bailey outpulls the theatrical offer 

ings of Christopher Fry The so 

called “corny television programs f \ BON D 
the Arthur Godfreyvs. et: attract a ‘ ae -— 


bigger audience th il Omnibus Peo 


> 





Sund i\ 


ple go to sare ld church o F f 4 — - 
y bout the same tam lll ee . 
& Mc 2 


ily happenings ‘ is out to the 
metery on Decoration Day. They're 
the folks the lad or lass in the cop 
department must appeal t Listen 
conversation i street car 

Wher 


or adert i \ 
d old bast 


orn is what rt st people understand 


if d wt Upot 


We Step On Ten Toes 


Neb © Wek . st © Nek a Mime ° ‘ a” 
New ‘ . Net a Vaste ent * New 4 ¢ © Neb ° 
JUNE, 1955 NEKOOSA-EDWARDS PAPER COMPANY «+ PORT EDWARDS, WISCONSIN 





el — 2 : . of your reach; that 


GET THE FA : 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now brush-vup with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 108 
pages—lLavishly illustrated in black and white, and color 
r--------cr 
| MORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N.Y 
Tel. MU 99-8585 * Branch Office: Market 2-4171 


Please send me epaid f you 8 


And don't forget Horan's 
around the clock 
boot The Art i Tech Phot ) 
service whether your a ; 
problem is 
bleck end white, 
bendey or color process 


State 


Mak 4 
’ z 


beliet that 


Penny Lebel Company fy 


9-13 Murray St, New York 7, N.Y 





MAIL ORDER LISTS 


Let Us Send You A Sample 


Would the opportunity to secure ex 
clusive use of an exceptional type of 
publicity be worth something to you” 
Is it worth a dollar to investigate? N er: Nat Mailir Perhaps ‘ 

For twenty years we have been aa your shrubs would: 
making “America’s Finest Calendar” troubled by is 
It has a record of results that put it in flowers 
a class completely apart from other ad 


vertising calendars. When you see it HOW TO BUY 


you will understend the reason for its 
remarkable effectiveness GOOD MAIL SELLING 

Let us send your our patented 
TUCK—UP Calendar to inspect and copy 
appraise. We charge $1.00 for the sam- 
ple copy. in order to limit our samples 
to those who are seriously inter 
ested in obtaining a superior form of 
business building advertising. It costs 
us more than one dollar to place it on 
your desk. Should you decide, after 
examining it, that it does not suit your 
need, send it back and we will refund 
your money 

This is the calendar that business : 
executives and professional men hang sdvertising agency 
in their private offices—A FACT RE a , e of their ads? 
PEATEDLY AFFIRMED BY PRESENT : + cop) ces avalliabl 
USERS. Delivered at Christmas, it is ‘ ou New York 
appreciated as an acceptable GIFT, to conference 
serve vou as well as your recipients optiona Re 
through the entire year Minimum tria 











find the man 


Phen what 
enging”™” a 
man with a 
ngie letter 


you ize up 


‘ 


t? 


SCHNEIDEREITH & SONS | = mA. POLLEN 


Printing of Character since 1849 30 W. 15th S*#.. N.Y OR 5-4352 
204 S. Sharp Street, Baltimore 1, Md THE REPORTER 

















4 lot of people were deeply worried 
these facts in recent 
I don’t blame them.” 


ne wspaper r 


ele! ; o te So what I ain't 
rr 


ue 


9 Oo ou please give us your date 
of birth on the 


© that we can give you tull information 


conhdential form below 


about our income protection plan which 
because of its extremely low cost. is prob 
ably the most discussed polis in the in 


ance world today 


@This syntax got tangle 


leet 


0 4 mutual friend suggested | write 
ou today because there is such an un 
usual opportunity for ar ambitious re 
lable person in your mmunity to earn 
1 big income in their space time or full 
time supplying the ever-increasing demand 


for x products . 


kidding? I'm sure I don't 
knou Why tart ot! a 
rsonalized se ing letter 


incere state 


Mark Twain Said It 


\ department such as this gets all 
kinds ot 


tips, and requests for advice 


complaints suggestions, 


Perhaps the most common ques 
tion asked by 


mail is. “How long should a letter 


a neophyte in direct 


he 7 Next in fre quency 1s whether 
to use “I” or “We” in a letter. Some 
claim that the use of the first person 


singular has an egotistical ring 


Of course. there is no pat answer 
to the question of how long a letter 
should be tut when it comes to us 
ing “I” or “WI | always think of 
that fine old quotation from Mark 
Twain: “Nobody is entitled to refer 
to himself as WE «¢ reepl kings, edi 


tors. and persons with tape worm,” 


QUIZ OF THE MONTH 
ANSWER: 


The two key words to the quiz on page 9 
ore, of course: Able Labels pride and 
oy of Allen Hollander president of the 
Allen Hollander Co., New York label moan 
vfocture. When Aller went to London re 
cently, Tom Grenfell of Vernons Pool took 
him around to “show him the sights’. One 
was the yearly open air art exhibit on the 
Thames Embankment where Tom snap 
ped the quiz picture of Allen admiring 
British art We wonder ft Allen's trip will 
produce a new idea for the famous Hollander 


Ghmmicks 
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TENSION RELIEVERS 


AdOTZANZT NOISNAUL-SIdOTZANT NOISN» 
< 


ISNGZL°S 


ry 
ww 


For high quality 
and “down-to-earth 


TENSIOy 


‘* This is a custom job | had made 
at Tension... Their regular 
models are for letters!”’ 


et-fast service 


prices: call or write 


“TENSION ENVELOPE CORPORATION 


wEW YORK 36, 4. Y * $22 Fitth Avenue 
ST. LOWIS 10, MO. * 500! Southwest Ave 
MINNEAPOLIS 1, MINN. © 129 North Ind 51 


fal 
.) 


‘TENSION ENVELOPES-TENS 


Over 1,000 
Shop Owners 


Know 
+ 
* 
+ 
a 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry 

A letter now will 

bring you a full 
description of 


membership services 


Write 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35 Michigan 


CES MOINES 14, IOWA + 1912 Grond Avenwe 
KANSAS CITY 6, MO. © 19th & Campbell itn 
FT. WORTH 12, TEXAS © 5900 East Resedole 


GLEAN WITH 


GLIMMICKS 


ataasiaintiasingpdinteaniggnaiaa 


GLIMMERING GIMMICKS 
OF DIE-CUT, PRINTED 
PRESSURE SENSITIVE BACKED 


4 

¢ 

4 MIRRO-BRITE 

3 METALLIZED PLASTIC 

PPSCSCSCSCSCSSSSCSCSOSSOSOS 
HIGHEST ATTENTION VALUE 





IDEAL FOR TIP-ONS 
IN SPACE OR DIRECT 
MAIL ADVERTISING 





PERFECT FOR 
NAME PLATES, LOGOS, 
EMBLEMS, TRADE MARKS 





WRITE FOR SAMPLES 


AND prices NOW! 





allen hollander co., inc. 
385 Gerard Ave, Dept 8-6, N.Y. 51, N.Y 








A MOST 


ANNUAL 


Fred Meendsen has done it again! 
Reporter readers should remember 
Fred Meendsen as the creator of the 


Yoon Yun 


, 
ing 320 a4 name to promote the cor 


famous campaign cost 
rugated box division of Union Bag 
A Paper ( orp Woolworth Bldg 
New York 7, N. Y. (fully deseribed 
in the April 1953 Reporter 

That campaign won the Henry 
Hoke Award for the most unusual 
solving of a ditheult problem by di 
rect mail and we still think it 
was one of the best campaigns in the 
history of direct mail 

Fred is still searching for the un 
usual in a direct mail approach 
and you should see his annual report 
for the company (of which he is now 
vice president } for the year 1954 
Fred wanted something entirely dif 
ferent from the average annual re 
worked for at least a 
planning for this 


port and he 
year ahead in 
masterpiece 

He decided that his company § at 


nual report should bee in Oo eT 


UNUSUAL 
REPORT 


tirely separated parts; one financial 
ind one emotional. The financial part 
is contained in a 20-page, 8 x lO 


booklet 


with the usual listing of the ofhicers 


conservative but attractive 
i statement by the president, graphs 
of growth and progress and auditor's 
statement However differing from 
the usual annual report this booklet 
is tucked in a pocket on the inside 

) 


cover ot a Li x la! 


which is an album of pi 


, plastic bound 
portiolte 
tures of people and packaging 
There are very few words in this 
lithographed album. The = introdu 
tion describes the purpose. It reads 
the pictures in this supplement re 
flect the intimate 
tween paper products manufactured 
and sold by 
dents in the lives of people 
of all ages 
Paper is often called the yardstick 
of civilization As the standard of 


living rises rhhere and more paper 


relationship be 


L nion Bag and imei 
people 


pn ople every where 


is needed to satisfy the ever increas- 


ing demand. The per capita consump 


From the same creator 
of the famous “Yoon Yun” 


campaign, now it's . 


tion of paper bags and shipping 
containers is likely to reach new 
highs in the years ahead because of 
improvements and new uses Popula 
tion forecasts alone seem to assure a 
steady and substantial increase in fu 
ture demands for paper and paper 


prane kaging 


From there on it is a series of the 
most striking pictures showing peo 
ple at work, at home, or at play with 
paper products Fred and his assis 
tants thought out the 


quence of pictures and then « mployed 


possible “f 
photographers all over the country 
to get the desired shots. Out of thou 
sands of shots taken throughout the 
vear, only 26 of the most dramati 
were finally employed in the finished 


product 

We think the most dramatic was 
the one shown above. It ippeared is 
a full page bleed with the sober cap 
tion “ In all kinds of 


stances That picture is representa 
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ot the technique used through 


The actual production ol the com 
pany ts de-en phasized but because 
of careful staging becomes the to 
point. We think it would be profit 
able tor other large cs panies t 
study this departure tros the usua 
in annual reports D iuse il 
could be applied to 
duct. Dramatizing the product in us 
or how it affects the lives ol people 
with whom it comes in contact 

Qur congratulations one 


thie ~appy ol Y oor 


PROBLEMS FOR 
POSTMASTERS 


I he Viay 1955. issue of the Post 
masters Gazette, official magazine ol 
the National Assn. of Postmasters ol 
the L. S.. gave a prominent position 
lo a report on the liaison coramiuttes 
between DMAA and NAPLS: a full 
account of the three full dress meet 
ings so far. Buddy Mayo, postmaster 


at Lniversity of Richmond, Virginia 
ind director of public relations for 
NAPUS, was the featured speaker at 
the national convention of the Envel 
pe Manufacturers Assi Things are 
progressing in fine shape 
We are passit along to Harry 
Porter, Buddy Mayo and others, one 
of the most serious problems for con 
sideration And that concerns the 
‘rowing criticism of how postal em 
ployees are misusing Form 3547, Our 
mail is full of complaints. Mailers 
are really alarmed 
Postal clerks are sending back 
Form 3547 without full information 
In many cases, the information is in 
correct We know of cases where 
mailers have received large quanti 
ties of 3547 indicating that names on 
the mailing list are no longer at the 
address and new addresses are not 
known. In several cases, the mailers 
have sent an additional mailing to 
these unknown 3547's but have ad 
dressed them under first class mail 
\ big percentage of the first class 
mail was delivered 
This means a lot to the averaue 
person using the mail for selling 
Suppose out olf a mailir list of 10 
(XK) customers 14) came back as 
nixies kvery mailer should know 
the average annual worth of a cus 
er. Suppose that annual worth is 
The 300 names would represent 
oss of SL5O00 Dherefore, the cau 


ous mailer should not be satisfied 
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Three new “How” books 
of special interest to 


Direct Mail Advertisers 


Carrying on its tradition of supplying helpful, service-type 
booklets to envelope users, U.S.E. announces the publication 
of three pieces of printed matter which should be of special 
interest to those concerned with the production and use of 
direct mail advertising. Each is pictured above and briefly 
described below. Ask your envelope supplier, or write to 
Advertising Department, United States Envelope Company, 
Springfield 2, Mass 


1. 16-page folder “How to Increase the Effective- 
ness of Direct Mail with Envelopes” features 
styles of envelopes and printing devices which 
have been found effective in direct mail adver 


tising 


8-page folder “How to Select Envelopes That 
Speed Up Inserting Machine Operations” de 
signed to minimize down-time of inserting ma 
chines through fore-knowledge of best styles and 


sizes of envelopes to use 


28-pcge booklet “Practical Digest of Postal Rates, 


Regulations, and Envelope Specifications’ —a 
brand new approach to an understanding of P. t 
& R. references affecting the ordering of printed 


envelopes for use in the mails 


sO) ee a ee td 3 Bo) Ld 9 company 


gr SPRINGFIELD 2, MASSACHUSETTS 


ty 15 Divisions from Coast to Coast 





BETES 


GIVE YOUR 
DIRECT MAIL 

AN EXTRA 

COLOR 





USE DUPLEX COVER 

a one-color-one-side, white- 
on-the-other-side stock 

an excellent paper for giv 
ing bulk and stiffness to 
booklet covers, menus, 
mailing cards, and broch 
ures. Its main feature is 
that you start off with a 
two-color job for the price 


of one 


Duplex Cover is a heavy 
stock; comes in one weight 
200 |b.) and can really 
stand the gaff. Available in 
11 colors (one side), white 
on the other. All antique 


finish 


A Peninsular Duplex Cover 
sample book is yours for 
the asking. Just write or 


use the coupon 


aa! INSULAR 
“fe ro 


~— 


PENINSULAR PAPER COMPANY 


Send me o Duplex Cover sample book please 


who can supply sample sheets and dummies 


Tuscan Cover Zamora Cover 
Name 

Company 

Address 


City 


° YPSILANTI, MICHIGAN 


plus a list of nearby merchants 
Would also be interested in seeing 


Pab Cover 


Title 


at present with the reports given by 
the Post Office on 3547 If half of 
the 300 are still at a locatable address 
they are worth saving 

So we are recommending to the 
Postmasters Assn. that this situation 
be investigated thoroughly. We are 
also recommending to all of you that 
you conduct tests on your nixie 3547 
reports Don’t take the names out of 
your mailing list until you have fol 


up by writing each person, 


lowed 
under first class postage, asking their 
help in correcting your mailing list 
Then when you get the definite sta 
tistics letter local 
postmaster and to the Division of 
Washington D. ¢ 


many 


write a to your 


Classification in 
Give them all the facts just as 
other mailers have done recently 
Keep on needling and your combined 
efforts should make 
the Post Office offi ials to do some 


thing about it. 


il possible lor 


ANSWERING 
A QUESTION 


A correspondent recently asked ua 
for tear sheets of an old Reporter 


article concerning the problems a 


large company had with price cor 
rections, additions and deletions on 
printed matter for their salesmen and 
How they solved their prob 


jobbers. 
from lette rpress 


lems by switching 
printing to multilith and setting up 
an ingenious system for making their 
Various corrections 


This appeal had us stumped for a 
considerable time. Couldn't find any 
feature article on such a subject in 
the past five or six years or evel 
And then a Short Note 
from some years back If one big 
interested others 


is the gist of it 


poppe d up 


organization is 
may be too, so her 

The idea was deve loped by the late 
Ralph Coxhead during the newspaper 
strike in Chicago. They were trying 
to find some way to handle the daily 
stock other similar 
standing matter without the necessity 


Ralph 


developed a system of sliding frames 


quotations and 
of new composition each day 


into which each typed line could be 
pla ed Corrections could be made 
in each frame. or one or more frames 


After cor 


either dropped or added 
plate 


rections, a new lithographed 
could be shot 

The idea worked successfully and 
it was eventually sold to Remington 
Rand where it was developed further 
for Vari-Type composition or printed 
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BIG DOINS’ 


The directors of the DMAA 
an open-to-members, all-day board 
Thursday, May 26th. in 
Dave Har 
Reuben H 
Donnelley Corp. and general chair 
Fall's 
rigs the board about program plans 
Seated table (left 
VMever 
Merriam 


Jurist and 





held 





meeting on 
Chicago. Shown here is 
rington, president of 


man of next convention, tell 
around — the 


right are Rumage, Curtis 
VanderPyle, 
Bringe, Harvey 
Delay Phat 
the audience 


Buckley, past 


Strawbridge 
Ande rsen 


white haired head in 


front row is Homer 


DMAA 


president 


IN CHICAGO 















From Abattoirs to... 
Zoological Gardens 


6,000 
POLK PROSPECT 
LISTS 







And eve sceurately com 
piled trom iret nformation 
tliable now here else Busi 
trades, professions, auto 













wher ire n 
ready for your 


ntacting the specific pr 















vant to 





our chent 










end supon below for de 
ils about Polk Prospect Lists of 
GUARANTEED ACCURACY 








Others recognizable from the reas 
include Bob Stone, Roy Rylander 
Peggy Greenlaw, Harry Porter, Mat 
Lou Groves and Pete Hoke 

The following day, May 27th, wa 
Direct Mail Da 
All reports indicate it was the be 


Better than six hun 


( hic agos “er ond 


yet nationally 

dred attendance. Excellent program 
ming and handling by a hard hitting 
committee. Noon talk by George Cul 
linan of Alden’s was a knockout. Ti 

late for a full report in this issue of 
The Reporter ; but 


many of the highlights in July 


well covet 





line proofs Remington Rand now 
market the 


der the name 


necessary equipment un 
If you 


write to Charles R 


of Fle xoprint 
are interested 
direct mail manager. Reming 
ton Rand Ine., 315 Fourth Ave., New 
York 10, N. Y., and ask for a copy 


of the brochure whic 


p’ 
ope, 


fully ke scribes 
and pictures this tine saving opera 


BOOK SHIPPING 
SIMPLIFIED 


{ new type of mailing container 


for simplifying and speeding up the 
shipment of books has recently been 
patented. Even though this reporter 
is sometimes dubious about patents 
on physical formats of direct mail, 
this one is really unusual 

It is hard to « xplair in words 
but briefly 


container 1s made with a die-cut win 


the corrugated shipping 
dow on the address side. Dic cuts in 
the side flaps allow an inside window 


envelope, containing the bill for the 
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book, to 


the container The 


show through the die-cut in 
window envelop 
containing the bill is unsealed and 
the flap is wrapped around the cover 
of the book 


the address within the window of the 


thereby securely holdin 
aperture The recipient must remove 
the envelope before looking at the 
book. Inside is the bill and on the 
back of it is the return address of the 
publisher. Check can be attached and 
card placed in the window envelope 
for mailing to the publisher 

It may sound complicated but it is 
darn simple and is being used very 
at least one book pub 


lisher we know. Can be manufactured 


succe ssfully by 


from specifications by any book and 
or envelope manufacturer for a mod 
est royalty 

If any one in the book 
write to The 


and we will supply 


business 
is interested Reporter 
you with the name 


contact. We 


stand this procedure saves a tremend 


of the person to under 
ous amount in labor and it elimin 


ates the extra return envelope er 


tirely 











ee ee ee ee ee 





=—_e — —— 






R.L. POLK & CO 
Dept. DMA 
L31 Ho i St « Detroit 3 
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See Page 43 

























By Jared Abbeon 


= SS A A a a AS SS Se a a A A a SE oe le See 


My Mail Order Day 


‘How is business?” says you 


What business? says |. Or in 
other words, things are slow on 
the mail order front. We have pulled 
in our horns this past month and are 
waiting for the results of tests before 
putting on steam. So the ledger is in 
the black due to past momentum 
bringing in business This however 
is a fool's paradise as sooner or later 
the steam in the boilers dies down 

and as any old fireman can tell 
you, it takes more coal to start up 
from kindling 
Currently we are banking our tests 
in the direction of gifts for children 
Higher priced stuff with the emphasis 
on science, A doting parent will walk 
around with holes in his shoes so that 
junior can fondly exhibit 97 varieties 
of rocks in a mink lined display case 
Think we will hit it in the $10 to $20 
price range. Waiting for samples now 
including a $100 teles« ope Don't 
really think that it will sell—but | 
have always wanted to play with a 
good tele scope 


Cheerful news , that chum in 
California who advertised via the 
mail “Luscious lovelies in graceful, 
daring, exciting poses alluring 
startling off-guard poses tease 
type portfolios Blondie and the 
Flat Tire “Stripped for Action” 
“The Kighth Veil”, ete.. ete., (ad 
nauseum) is now out of action. His 
dummy of my 600 fictitious mailing 
inquiry back 
marked: “Unknown at address 


Return to Writer Unclaimed” An. 


other varmint has bit the dust! 


nanes got his last 


Speaking of “ad nauseum”, an 
other of my six hundred alter egos is 
on a mailing list of homosexuals 
Yes, the list business is so varied . . . 
mailing lists can be obtained for 
every possible occupation and taste 
Well this little note is to public ly in 
form the boys (or is it ‘girls’) that 
old Jared is not going to order their 
latest book even if it is a 
printed, limited first edition—excit 


“privately 


ing and controversial.” Sorry, you 
but keep nu® on 


just don’t excit me 
the list 


40 


{dd to the husiness racketeer list 
the publishers of phony direct 
taking its 


Pr ' 
Register 


ores ( dive in vesterday 
prospects out of Thomas’ 
Another in today using the telephone 
book as a sucker list 
. >. >. 
| stand corrected. Mt 


the International Grapho 


Mayes of 
Analysis 
Society writes a two page letter 
(too long lo quote in full here) call 
ing my attention to the fact that a 
few columns back | said that I did 
not see the connection between their 
activities and the sale of books on 
sex subjects, typing, ete. He says: 
Analysts handle a great 


many social problems and the books 


“Grapho 


on sex which you have quoted are 
used by our members in handling sex 
problems that arise from handwrit 
ing. You could not be expected to un 
derstand this. As far as the book on 
typewriting ts concerned, many olf 
our people who wish to learn how to 
type effectively (in order to prepare 
presentable analyses) are very happy 
to have this book 
O.K., he is right. If one believes in 
Grapho Analysis these books can be 
helpful. | won't go into detail here 
on what | think of Grapho Analysis, 
or for that matter on phrenology, 
astrology of palmistry, because as 
Mr. Mayes puts it I “do not know the 
slightest thing about this organiza 
lion In fact, | am probably step 
ping on some body or other’s toes by 
putting it in the same sentence with 
other in my opinion-——imexact sect 
neces 
If the Grapho Analysis people 
don’t complain, then the palmists or 
tea leaf readers will. In any case, | 
write this bit not as a retraction but 
as a correction in appreciation of the 
fact Mr. Mayes took the trouble to 
write this nice two page letter telling 
me where he thought l erred. . all 
in a polite way. Usually people who I 
take a healthy kick at” 
to the effect that I have the option 
of: one going directly to the Supreme 
Court on charge of libel and slander 


write letters 


pardon me, “criminal libel and ma 
licious slander.” or else the option ol 
calling around in person to get a 


pun h in the nose 


Collections are coming in a bit 
slow. Of course one of the beautiful 
things about the mail order business 
is that most of the time vou have the 
mans money in your hand before vou 
ship the goods. Still a certain amount 
of merchandise is shipped on open 
account or time payments. One case 
the other day reeked of fraud. Made 
me wish for the good old days of 
collection 


ancient Rome when the 


theory was Solvere aut in aere. aut 
in cute.” To save you looking into 
your old copy of Jake Caesar that 
translates, roughly kither you pay 
it in gold or you pay it in skin 

* . . 

My code name on that Voodoo 
Supply House List is still being rent 
ed out at a rapid rate. Latest deal is 
} Personal Ques 
tions Answered one alleged 
Lucky Number FREE!” and a Treas 


“(,uaranteed 


for $2 and includes 


ure Chest Charm Bag 
never to be broke as long as you 
carry it Anybody want to bet that 
charm bag has a penny in it? 
Voodoo aside 1 still think that 
the old lucky penny in a horseshoe 
of aluminum with the advertising 
imprint) on the shoe is a powel 
ful direct mail piece Marvi 
861 Manhattan Ave., Brooklyn 22, 
New York, sells them. Funny thing 

we civilized pe ople can laff at the 
poor deluded fools who buy these 
magi snake 
roots, High John the ¢ onqueret Oil 
Sweet Perfume of Bend Over, Phil 


candles and voodoo 


ters potions and incenses but 
while laughing we still duck around 
a ladder. toss salt over the shoulde 


and keep a lucky penny 
* > 


In the mail from the B. Klein 
Company, 27 Last 22nd Street, New 
York 10, N. ¥ The 1955 edition of 
their Mail Order Business Directory 
This is something that has been need 
ed for a long time. It appears to be an 
accurate compilation with a few sins 
of omission rather than of commis 
sion. The only other directory (or 
rather, list) I know available in this 
field is so much a hash of mail order 
firms, and firms that have nothing to 
do with mail order, as to be almost 
useless. The Klein Co's directory was 
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compiled with care, and I believe all 


the companies therein had to answer 
At least 
one ol my companies answered and 
is now in the directory. Offhand, this 
would be a good list to test for any 
one wishing to sell to Mail Order 
Houses 


a question sheet to be listed 


Flies in my soup Two more 
crumbs among those We will pub 
lish your release in our publication 
for the small sum of $15 engraving 
and overhead costs.” | have to watch 
my public ity clients. Caught one the 
other day with six checks made out 
to these bums They are parasites 
hanging on to the coat tails of legiti 
mate publishers Inflation note here 
is one who wants $25. | wouldn't 
pay him $25 for his front cover in 
six colors 

. . . 

Benart Mail Sales Service Ine 
235 East 45th Street, New York, 
N.Y is putting out some neat little 
house gan propaganda for their 
services Lettershops ind direct mail 
services often overlook their own 
media 

Here is one deal | imagine has 
heen around awhile but it is 
new to me. This lad writes entries 
for vou tor contests. One 


one contest SLO two tor S15 


write up for 


five tor ft) or the Super Special 
100 for LOO. Sounds delicious. Just 
sit back on your piazza and let the 
mail man deliver you all your debts 
paid a new home in automobile, hig 
big bank balance. or a $100 a month 
for the rest of your life. Just one nig 
gling little question keeps me from 
reaching for the old check book If 
he is so good at this. why win all 
those pretty prizes for little old me? 


Why doesn’t he win ’em for himself? 


+ * 


Van wanted to h nou ne uld he 
manufacture the product he is going 
to sell by mail order? A tough ques 
tior If you make it yourself. you 
have the positive control. On the 
other hand, it is hard to do two 
things well at once 
ot expense comes up We are figuring 
to put on the market a sn 


item. Set up charges so far 


Phen the question 


ill simple 
includ 
apportionment of overhead) run 
close to $3,000. Too much on a one 
product gamble o the next item 
we will buy ch im air 
tight exclusive ‘ F the 
sun slowly 


I bid ye o 
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Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 
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ADDRESSING PLATES 


if you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Box 61, Reporter, Garden City, N. Y 


SCRIPTOMATIC MASTERS 
ELLIOTT STENCILS 
Our rates are low, our service rapid 


Erickson Enterprises—140 Fifth Ave N_Y.¢ 





ADVERTISING AGENCIES 


For pulling direct selling mail order advertis 
ing campaigns in newspapers magazines 
trade papers consult Martin Advertising 


Agency, 15 E. 40 St., Dept. 33A, N.Y. LE 2 
4751. Est. 1923 





ART FOR OFFSET PASTE-UP 


Choose from more than 10,000 black and 
white drawings. Just clip and paste. Costs 
pennies—that’s all. Write for actual sample 
DLIP BOOK and full details. HARRY VOLK 
JR. Pleasantville 24, N. J 





FLORIDA BIRTH LISTS 


Continuous weekly service on labels with 
birth dates. 50,000 annual guarantee. Com 
parisons invited. Other states available. Jos 


eph E. Stopford, P. O. Box 2747, Orlando, Fla 





FOR SALE 


PITNEY BOWES Stamping & Sealing Me 


chine, identical to new Model sacrifice 
International Firearms Co., 22 Kingman Ave 


St. Albans, Vermont 


ZINC HALFTONE AND LINE CUTS, 1 to 6 sq 
inches, $1.35. Introductory offer $1. Samples 
of work, rate card on request. Gallagher's 


Engravings, Box 115, Hazelton, Pa 


Two #76660 gray steel Remington Rand 
double Multi-sort Tables, 66°°«26 with four 
#7760 Ball Bearing carriages, 250 divisions 
each, little used: sacrifice: New York The & 
Health Assn, Inc 386 Fourth Avenue, New 
York 16, N. Y 


PITNEY BOWES ENVELOPE SEALER-Model A 
serial 4811. Complete. Perfect $200. HARRY 
J. ABRAMS, 331 Emerson N.W. Wash. 11, 0. 





LISTS 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliot? stencils 
Call your list broker—TODAY 


or Tobe's, N igora on the Loke, Canada 


MAILING LISTS 


540,000 current buyers of personalized labels 
All mail order minded women sold by direct 
mail exclusively. $12.50 per M on labels 
BEST BUY SALES COMPANY, 53 East 25th 
Street, New York 10, New York 


NEWLY PROMOTED EXECUTIVES 16,000 men 
just promoted from one job to a better one 
All middle management group Compiled 
from house organs which report all company 
promotions. 2,000 added monthly. A small 
list—but a good one. $15 per M Stencils 
Your broker, or Gebbie Press, 19 E. 48th 


N.Y. C. MU 8.5258 


FREE MAILING LISTS 


Retailers Wholesalers Manufacturers 


Banks Churches Institutions 
and 350 other lists to choose from 
We charge only for addressing 
SPEED ADDRESS KRAUS CO 
48.01 42nd Street 
Long Island City 4, N. Y 





SITUATION WANTED 
Statistician, Advertising analyst (Sales, Ex 
penses, Agents Activities, Costs and Results 


Box 65, The Reporter, Garden City, N. Y 





sTOP 
FUMBLING 
PAPERS 
Write for FREE SAMPLE of 
TACKY FINGER 
Evans Specialty Co., In 


1809 E. Grace, Richmond 23 





TYPE FOR OFFSET 


Save with FOTO-FONTS. Unit cost per font 
only 20¢€! Easy to set and align—sharpest 
reproduction. Free samples and details. A.A 
Archbold, Publisher, Box 20740-K, Los Ange 


es 6, Calif 





WANTED TO BUY 


Elliott type electric strip printer addresser 
50,000 large size stencils, stencil cutter, and 
cabinets to hold stencils. Write The Reporter 


Box 64, Garden City, N. Y 


A used six-bin Inserting Machine with or 
without postal printing indicia attachment 
Phone between 9:30 AM and 4:30 PM 

Blackwood, Nj 8.0303 or write The Re 


wrter, Box 62, Garden City, N. Y 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR 





ACETATE SHEET PROTECTORS 


ADDRESSING 


, w 
‘ 


ADDRESSING MACHINES 


A A 


ADDRESSING TRADE 


e A A 


ADVERTISING AGENCIES 


ADVERTISING ART 


ADVERTISING BOOK MATCHES 
ADVERTISING SPECIALTIES 


AUTOMATIC MACHINE-ADDRESSING SERVICE 


AUTOMATIC TYPEWRITING 


BOOKS 


BUSINESS BRIEFS 
BUSINESS CARD SERVICE 
BUSINESS FORMS 


CATALOG PLANNING 


CHRISTMAS STATIONERY 
CO-OP CARD COUPON MAILINGS 
COPYWRITERS (Free Lance) 


A 


A 


DIRECT MAIL AGENCIES 


DIRECT MAIL CONSULTANT 


DIRECT MAIL EQUIPMENT 


A 


DIRECT MAIL SUPPLIES 


ELLIOTT STENCIL CUTTING 
BM 64 W. 23 , 


4 7) 


ENVELOPES 


ENVELOPE SPECIALTIES 
Va ‘ v 


FOREIGN MAILINGS 
FOREIGN POSTAGE 


FUND RAISING 


A 


HOUSE “ORGANS (SYNDICATED) 


b 


IMPRINTERS SALES LITERATURE 


- 


INSERTING SERVICE AUTOMATIC MACHINE 


& 


INVISIBLE INK POSTCARDS 
LABEL PASTERS 


LABELS 


LETTER GADGETS 
i N 


LETTERHEADS 


» oP 
ja a af y A 
MAIL ADVERTISING SERVICES 


THE REPORTER OF DIRECT MAIL ADVERTISING 








MULTIGRAPH SUPPLIES 


MULTILITH & MULTIGRAPH MACHINES 


PACKAGING 


PAPER MANUFACTURERS 


PARCEL POST MAILING BOXES 
PERSONALIZED GIANT GRAMS 


PHOTO ENGRAVERS 


PHOTOS IN QUANTITY 
PHOTO REPORTING 


POSTAL INFORMATION 
MAILING LIST 
POST CARDS 


PRINTERS LETTERPRESS 
PRINTING OFFSET LITHOGRAPHY 


A N 


PRINTERS LETTERPRESS & LITHOGRAPHY 


PUBLIC RELATIONS CONSULTANT 
SALES PROMOTION COUNSEL 


SEASONAL STATIONERY 


SUBSCRIPTION FULFILLMENT SERVICE 


A 


é . N SYNDICATED HOUSE MAGAZINES 
MAIL ORDER AGENCIES . 
‘ K é \ é TRADE ASSOCIATIONS 


‘ 


A 


MAIL ORDER CONSULTANT 
MATCHED STATIONERY VARITYPE EQUIPMENT 


MIMEOGRAPH MACHINE VARITYPERS AND TYPE 


FONTS 


4, 


% 


% RATES: Full Poge $225 * Two Thirds Page $190 * One Half Page $150 * One Third Page $110 * One Sixth Page $60 


| 


a I 





(from page 17) 
1) energetic and pushful make 


(2) He makes 


entation, Know now 


ms many cal as possible 
1 good pre to dra 
himself 1) He holds to one 
alter the ordet 1) He 


tinctive 


matize 
objective, goe 
flexible, in understands what 
to do and say when facing a prospect 
He elf-reliant and independent 


maps out his own trategy; and 


eling 
(6) He fluent and expressive, like: 
talk and knov how to talk 


Newsweek's brochure explair 


qualification then 


paraphra 
finding howing how thei 
zine (i ‘ ale 


(,00d jol 


man) mea 


A NEW LIN f paper cutter 
mode , ize of 41 17 
A , leased by Harri 
hold C umed the Saber Line, th 
the result of more thar 

evbold desigt researcl 
equipment feature , 
‘ flexibil) 


truction 


mge ni 


moc auto 


pacer For ition about 


write to Harri Sev bold 


it 4510 FE. Tist St. ¢ 


the Saber Line 


leveland 5, Ohio 


eee 


GOOD TIMING created a lot of 
pact for a die-cut foldet 
month by Monsen Typography 
Illinois St. Chicago 11, Ill. Under 
large Friday 13th on the cover 
headline read People Knock On 
Wood To Avoid Trouble Illustra 


howed a hand knocking through 


mailed 
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JUST BEFORE SWAPS WON THE 
DERBY in Kentucky on May 7th, Robert 
Silverman Direct Mail Advertising won 
Ohio 
A tour of the Silverman plant at 1270 
WXEL 


show, in the 
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ADDRESSOGRAPH - MULTIGRAPH 
CORP., Cleveland 17, Ohio, | 
released a new Model 30 Addr« 

$115.00 
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See July Reporter for 
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HAMILTON PAPERS 


W.C. HAMILTON &€ SONS + MIQUON 
Offices in New York, Chicago, Los Angeles 


MILTON B Nf PAPE f i B 





THE COMPOSITOR 


PAPER 
is the base of 
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